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The New York Central has a pas- 
senger office on Boul Mich in Chi- 
cago, which is high-hat and mod- 
ernistic no end. Then they use a 
window-card advertising “White Sul- 
pher Springs.” 

ok 


* * 


There must be something in the 
constitution and by-laws of the sign 
painters’ union which requires each 
honest craftsman to express his in- 
dividuality in his spelling. 


* *” * 


Gilbert & Barker picture three 
pieces of filling-station equipment, 
labeled, respectively, “Tru-Metered 
Gasoline,” “Metered Gasoline” and 
just “Gasoline.” This must be just 
a bit confusing to the customer. 


* * * 


Mr. Doherty bought an interest in 
a big-city newspaper in order to 
present his side of a public-utilities 
controversy. This seems to be some- 
thing of a slap at the well-known 
power of advertising. 


* * * 


The organization which is most 
frequently misnamed in the public 
prints is the A. B. C. Four out of 
five call it “the Audit Bureau of Cir- 


culation.” 
* x * 

“Circulation” has to be plural, 
even if there’s only one publication 
involved. There’s the circulation the 
publisher thinks he has; the total 
the circulation manager actually de- 
livers, and finally what’s left after 
the A. B. C. auditor gets through 
with it. 

+ * * 

If all of these circulations turned 
out to be the same, then it would be 
singular indeed. 


* * 


The heading of “Last Minute 
News Flashes” has appeared on the 
front page of ADVERTISING AGE at 
times of late in a second color, but 
this should not be taken by our 
creditors to mean that we are run- 
ning in the red. 


Cf 


* * * 


Advertising men have been guilty 
of many bad locutions, but the worst 
is using “obsolete” as a verb; or 
have we obsoleted good English in 


advertising? 
* 


* 

The most embarrassing moment 
for a cooking-school demonstrator 
comes when the advertising depart- 
ment requests that twelve competing 
brand names be mentioned in six 


recipes. 


* * * 


The Gundlach Advertising Com- 
pany is the third and latest of the 
Sears-Roebuck agencies, but it is 
stated that it “will neither write nor 
place copy.” It’s to be hoped it will 
not overlook collecting some com- 


missions. 
* ok ~ 
Homer Buckley says a billion dol- 
lars is hidden in the coffee-pots of 
the country. No wonder some coffee 
is good to the last drop. 


* * * 


According to the ads, “the most 
beautiful girls in the world are on 
Broadway.” But it’s a strange fact 
that they all came from somewhere 
else, Copy Cus. 


HORMEL OFFERS 
FRANCHISES TO 
MEAT DEALERS 


Puts Strong Campaign Back of 
New Idea 


(Picture on Page 16) 

Minneapolis, Minn., Oct. 15— 
George A. Hormel & Co., Austin, 
Minn., whose advertising of canned 
meats has attracted national atten- 
tion, are introducing ideas just as 
revolutionary in the fresh meat field, 
although their operations in this 
sphere are necessarily on a more 
limited basis. 

The company has adopted the pol- 
icy of licensing dealers to handle its 
fresh meats. Under this plan, deal- 
ers maintain suggested prices and 
offer advertised specials as proposed 
by the company. 

Seven local retailers have come 
into the Hormel fold, paving the way 
for aggressive merchandishing tac- 
tics by the company. 

Newspaper advertisements, carry- 
ing the names of licensed dealers, 
announce the purpose of the Hormel 
Market Plan to offer “good food at 
better prices.” 


A booklet has been published ask- 
ing “How do you know you are not 
paying too much for your meat?” It 
goes on with a discussion of selling 
prices, distribution methods, over- 
head and other problems of packer 
and dealer as they affect the con- 
sumer. 


“All Wrong,” Charge 


“The whole system of meat dis- 
tribution is wrong,” the booklet de- 
clares. “Its evils must be corrected. 
Otherwise, the retailer can’t sell for 
fair prices.” 

These evils are said to begin with 
the packer’s heavy cost of distribu- 
tion and to end with the excessive 
number of dealers whose costs of do- 
ing business are too high. 


The Hormel Market Plan is ex- 
plained as a method of direct deal- 
ing under which selling costs are cut 
for the packer and wasted time and 
higher prices are eliminated for the 
dealer who ordinarily must listen to 
and buy from eight or ten packers’ 
salesmen. Licensed Hormel dealers 
send their orders direct to the pack- 
ing plant and receive shipments 
by refrigerated motor trucks three 
times weekly. 


They are not required to buy all 
of their meats from Hormel but it is 
assumed they will concentrate their 
purchases to secure lowest prices 
and a system of monthly profit-shar- 
ing dividends. 

Among other advantages to which 
their $100 license fee entitles them 
are co-operative newspaper advertis- 
ing, selected cuts of meat, eliminat- 
ing parts usually wasted by the re- 
tailer, and exclusive memberships 
which make it impossible for a com- 
peting dealer to get the franchise. 

Hormel plans for the future have 
not been announced. In view of the 
success of the campaign here, pack- 
ers are speculating as to whether 
the same methods will not be insti- 
tuted elsewhere, possibly by the 
establishment of Hormel branch 
plants. 


Auburn, Ind., Oct. 
burn Automobile Company attributes 
its sensational 1931 sales increase, 
as contrasted with a loss for the 
industry as a whole, partly to the 
fact that sales forces of competing 
manufacturers lost their punch dur- 
ing the boom days when cars were 
bought and not sold, and partly to 
consistent improvement in the val- 
ues offered. 


The Auburn organization never 
got a chance to grow flabby because 
pickings were never very soft. From 
1924, when the present management 
took the helm, until a year or two 
ago, an Auburn franchise was not 
calculated to attract anybody who 
was looking for a soft berth. 

This suited the Auburn people, 
even while it offered a problem of 
how to get good dealers and distrib- 
utors. Auburn got them where they 
were available. In some cases the 
company manufactured 
holders. They found young sales- 
men with a few hundred dollars and 
the courage to bet it on a forlorn 
hope. Auburn taught these ambi- 
tious kids how to sell cars. 

Battling against strongly  en- 
trenched competitors, Auburn sales- 
men learned how to take it on the 
chin and come back for one more 
shot. They came to take it for 
granted that Auburn would always 
be the under dog and that the soft 
business would always go to the 
other fellow. Only skillful and con- 
sistent fighters could squeeze coffee 
and cakes out of selling Auburns. 


The Tide Turns 


It was somewhere about this time, 
according to the Auburn saga, that 
competing dealers decided condi- 
tions were becoming extremely un- 
favorable and it was time to curtail 
sales effort. It was also at this time 
that the Auburn sales curve began 
to shoot at the sky. 


Auburn also found that some of 
the things it had to do in its early 


15—The Au- |} 


franchise } 


Timely Copy Backs 
Fighting Salesmen 
in Auburn Success 


AUBURN GENIUS 


L. B. Manning 


Executive vice-president, Cord 
Corp. 


days because no other course was 
open were good business. One of 
these was showing the dealer how 
many cars had been sold in his ter- 
ritory in the preceding month and 
letting him be the judge of how 
many <Auburns he could sell the 
next. 


Other automobile manufacturers 
are credited with being somewhat 
ruthless on the subject of quotas and 
dictating to the dealer rather than 
accepting his estimate. Auburn found 
it paid to let the dealer do the guess- 
ing because his pride wouldn’t let 
him admit he had over-estimated his 
selling ability. 

During the first eight months of 
1931, Auburn sold 32,056 automo- 
biles. This was 18,363 more cars 
than it sold during the entire year 


(Continued on Page 14) 


Last Minute News Flashes 


Gives Best Definition of Advertising 
Philadelphia, Pa., Oct. 16—Florence Dart, space buyer for the Simpers 
Company, won the prize offered by the Women’s Advertising Club of Chi- 
cago for the best definition of advertising. Here it is: 
“Advertising is the art, science and business of creating a favorable pub- 
lic acceptance of, demand or desire for, any worthy product or service.” 


Wrigley to Compete with Amos ’n’ Andy 
Chicago, Oct. 16—The Wm. Wrigley Jr. Co. has contracted with Colum- 
bia for a 15-minute program five nights a week beginning Nov. 2 to cost 
$1,500,000. The program will start at 10 P. M., C. S. T. 
Hooper Agency which handles the magazine advertising, is in charge. 


The Frances 


Deliver Cigarettes to Door in Ohio 
Cincinnati, O., Oct. 16—The Cigarette Service Co., Covington, Ky., is 
using WKRC, Cincinnati, to tell Ohio listeners it will deliver cigarettes to 
their homes. Ohio has a 2-cent cigarette tax; Kentucky has none. 


“Woman’s World” Latest to Reduce Rates 


Chicago, Oct. 16—“‘Woman’s World” has reduced its rates from 60 to 50 
cents a line, with no change in the guarantee of 1,200,000. 


YOUNG'S COURSE 
IN ADVERTISING 
MADE FIXTURE 


Arthur F. Marquette Is Ap- 
pointed Assistant 


Chicago, Oct. 15—James W. 
Young’s experiment in advertising 
pedagogy, tested during the spring 
semester at the University of Chi- 


| cago, has been adjudged a success, 


and the course is now established on 
a permanent basis. 


Arthur F. Marquette, formerly 
secretary of the Kling-Gibson Com- 
pany, Chicago, has been appointed 
assistant professor of advertising. 
He is also retained by Critchfield & 
Co. in a consulting capacity. 

Professor Young’s method is to 
assign students to the performance 
of all agency functions for advertis- 
ers asing campus publications or 
otherwise endeavoring to sell the 
college market. They are graded ac- 
cording to results from campaigns, 
success in holding clients and skill 
in handling general agency details. 

The greatest handicap imposed by 
this method is the cost of art work, 
engravings, typography and other 
production expense. To offset this 
and also to broaden the scope of 
student experience, Professor Young 
has suggested offering the services 
of the class on a fee basis to adver- 
tisers whose problems have educa- 
tional value. 


To prove the practicality of his 
idea, he directed several members of 
the class in a market study for an 
Eastern advertiser during the sum- 
mer vacation, for which they re- 
ceived $12,000. The class has also 
successfully serviced two large local 
accounts. 

If the plan is approved, the class 
will accept three national accounts 
already offered, one involving a 
$500,000 appropriation. In most 
cases, the school will work through 
existing agencies. 


Yankee Doodle Copy 


The most successful campus cam- 
paign so far was written for a new 
restaurant, the Yankee Doodle Inn, 
a replica of a Colonial tavern. The 
copy capitalized the personality of 
the establishment and its proprietor, 
using Colonial phraseology and spell- 
ing and referring to revolutionary 
events of historical moment as 
though they were of recent occur- 
rence. 

A feature of the campaign was 
copy based on interviews with Mr. 
Yankee Doodle, who was induced to 
discourse in characteristic fashion 
about his favorite dishes. The open- 
ing advertisement drew 1,100 pat- 
rons ‘and would-be patrons to the 
restaurant. The sequel was written 
by the client’s inability to live up 
to the advertising. 

Another campus restaurant cam- 
paign which proved a permanent 
success was based on the student ac- 
count executive’s recommendation 
that copy feature the day’s menu 
leader. This proved more potent 
than the institutional advertising - 
formerly employed. 

One of the best single advertise- 
ments was written by a student sell- 
ing subscriptions to the college 
daily. He featured the fact that the 
paper prints changes in class sched- 
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ules received by midnight in the 


early morning edition. 


Irresistible Appeal 


His headline was “Now You Can 
Sleep Two Hours Longer,” and the 
copy made the point that subscribers 
who made a practice of glancing at 
the paper on arising might learn 
that the professor of their first class 
was absent for the day. 

Another restaurant campaign 
which owed its success to the ac- 
count executive’s intimate knowledge 
of student habits featured room 
sandwich and coffee service late at 
night. 

Professor Young’s teaching meth- 
od made it possible for the class to 
enjoy a little joke at his expense in 
connection with the advertising of 


Life 
is talking 
BUSINESS 
to you 


A. you try- 


ing to sell nationally- 
known products in the 
face of price reductions 
that have been forced on 
you? Well, then, lowey ad- 
vertising costs are your 
most vital need today! 


Life’s new low rate of 
$5.94 per page per thou- 
sand ought to look good to 
you. This reduced price 
buys a circulation reach- 
ing people throughout the 
nation who have both the 
desire and the money to 
buy your product! More 
than a million each week 
(an average of ten readers 


per copy). 


Don’t glance at that 
figure, $5.94— take a good, 
long look at it! From a 
strictly A B C space-buy- 
ing point of view, it 
denotes one of the best 
low-rate buys in the truly 
class-magazine range. 
From the broader point of 
view of Life’s secondary 
circulation, just move 
that decimal point to the 
left and notice at what 
low price a million can be 
bought! 


$ 600 buys 
7,410 buys 


$ 1,000 buys 
12,350 buys 


1 page, b. & w. 
13 pages, b. & w. 


1 page, 4 colors 
13 pages, 4 colors 


Lif’e 


60 East 42nd Street 
New York 


More than a MILLION people read 
LIFE each week 


NEW TEACHER 


Arthur F. Marquette 


a book. The professor, drawing on 
his extensive experience in selling 
books by direct mail, advocated sell- 
ing direct through advertisements in 
the college daily. 

The students, while agreeing the 
book was of general interest to the 
student body, insisted the campus 
population would only buy at neigh- 
boring book stores. 

When the method was put to test, 
the professor’s entry drew a blank 
and the student’s advertisement sold 
ten books the first day through the 
book shop mentioned as the source 
of supply. 


FOWLER RAPS 
MOTOR COPY 


Chicago, Oct. 15 — Automobile 
copy appealing to men instead of 
women was criticised by George S. 
Fowler, vice-president of Pictorial 
Review Company in an address be- 
fore the Advertising Counsel of Chi- 
cago Oct. 15. 
“Automobile men make a mistake 
when they assume that women are 
interested in free wheeling or other 
mechanical improvements in cars,” 
said Mr. Fowler. 
“What do women know about syn- 
cro-mesh, and what do they care? 
What women want in cars are style 
and looks and these are the things 
that should be in advertisements. 
Most of the advertising of automo- 
biles indicates that copy writers are 
unmindful of the fact that 75 per 
cent of the cars are selected by the 
women of the household and not by 
the men.” 
Mr. Fowler spoke on “The Broader 
Horizon.” He said that in these days 
of readjustment, advertising itself 
is being tested, and it behooves ad- 
vertising men and women to demon- 
strate that advertising may be used 
successfully in every activity, even 
to aiding unemployment relief move- 
ments. 

He urged the utilization of change 
in style as a means of hastening ob- 
solescence and thus aiding business. 


C. B. S. Appoints Three 


The Columbia Broadcasting Sys- 
tem has appointed Burt McMurtrie 
manager of its commercial program 
division, George C. Dawson head of 
the new business department, and 
Henry P. Hayward head of the cur- 
rent productions department. 


Florian Takes DeVry 


The Paul A. Florian Advertising 
Agency, Chicago, has been appointed 
by Herman A. DeVry, Inc., Chicago, 
manufacturer of carillons and sound 
film projectors. 


Lucas to Export 


of Pablo Homs, Inc. 


Soule Leaves Chicago 


of Conde Nast Publications, 


at New York, effective Oct. 19. 


J. L. Lucas & Son, Bridgeport, 
Conn., rebuilders of machine tools, 
have opened an export office at 44 
Whitehall St., New York, in charge 


Frank F. Soule, western gy 
as 
been promoted to business manager 


RICHFIELD OIL 
HAS ELECTRIC 
‘NEWSPAPER’ 


Los Angeles, Oct. 16—The Rich- 
field Oil Company’s “news-flash” ad- 
vertising campaign became visual as 
well as oral Tuesday night when its 
gigantic electric newspaper, oper- 
ated in collaboration with the Los 
Angeles Times, “went to press” for 
the first time. Governor Rolph sent 
the initial message over its globes. 

Heretofore, bulletins of sporting 
events and general news were sent 
only over the radio during the com- 
pany’s allotted period on the air 
each night. Now they are also 
flashed upon a huge electric board 
as they are received by telegraph, 
telephone, and radio from all parts 
of the world. 

Installed upon the Paramount 
Theater Building in downtown Los 
Angeles, this unique advertising 
medium stretches nearly 80 feet 
along two faces of the structure. 
Because of this dual angle, its four- 
foot letters, which travel, slowly, can 
easily be read from considerable dis- 
tances. 

The Los Angeles Times—Richfield 
Electric Newspaper, as it is known, 
is the first of its kind in the West. 
It is said to embody the fastest 
“make and break” contact ever de- 
vised. A controller operates a set of 
rectangular banks or lamps upon 
which is produced the effect of a 
constant stream of traveling words 
formed by incandescent lights. 


Flashing the News 


Bulletin service begins at seven 
each evening, including Sunday, and 
runs until midnight. In order to ac- 
commodate the changing crowds, ma- 
jor news bulletins are repeated at 
intervals and are followed by later 
news as it breaks. Baseball and 
football scores, results of other 
sporting events, weather and stock 
market reports, as well as _ local, 
State, national, and world news 
flashes are given regularly. 

The “newspaper in lights’? was put 
into operation by the Richfield Oil 
Company, in collaboration with the 
Times, as “a good will contribution 
to the promotion of aviation and 
automobile racing events in which 
this company has taken a prominent 
part.” 

The H. C. Bernsten Advertising 
Agency is in charge. 


New Fellowship 


at Mellon Institute 
The Green Bag Cement Co., Pitts- 
burgh, has founded an_ industrial 
fellowship at the Mellon Institute of 
Industrial Research, Pittsburgh. 
Raymond C. Briant will study the 
chemical and physical properties of 
Portland cement and the develop- 
ment of new cement products. 


Art Directors Ready 
for Annual Exhibit 


The annual exhibition of the 50 
outstanding examples of art appear- 
ing in advertisements the past year 
will open at the New York Art Cen- 
ter, 65 E. 56th St., Oct. 26, under 
2. noes of the Art Directors 

ub. 


The exhibition will continue for 
several weeks. 


Oman Sales Manager 


Benjamin G. Oman has been ap- 
pointed sales manager of the Electro 
Broadcasters Corp., New York, elec- 
trical transcription producers. 


Cuts Color Cost 


Country Life, New York, has re- 
duced color costs from 5 to 12 per 


cent depending on the contract 
period. 


Florida Paper Appoints 


The Hialeah (Fla.) Examiner has 
appointed the George B. David Com- 
pany as national representatives. 


Olmstead Joins Eagle 
Alfred H. Olmstead has been ap- 
pointed Manhattan representative of 
the Brooklyn Daily Eagle. 


RESIGNS 
——— 


John H. Dunham 


Dunham has resigned as 
chairman of the board and a direc- 
tor of the Dunham, Younggreen, 
Lesan Co., Chicago agency, effec- 
tive at once. Mr. Dunham has no 
immediate plans. 


Mr. 


Beck, Thomason 
Inaugurate Big 
A.B.C. Meeting 


Chicago, Oct. 15—With several 
important changes to be discussed, 
the 18th annual convention of the 
Audit Bureau of Circulations will 
be held at the Stevens Hotel at 10 
o’clock Thursday morning, Oct. 22. 
Thomas H. Beck, vice-president of 
the Crowell Publishing Company and 
S. E. Thomason, publisher of the 
Daily Illustrated Times, Chicago, 
will be the chief speakers at the 
initial session. 
Divisional meetings will be held 
Thursday afternoon and Friday will 
be devoted to general sessions. 
The percentage of renewals, as 
covered by Chapter B, Article 6, 
Section 1, will be discussed. One 
publisher feels the present rule per- 
mits the showing of figures that are 
not true. He suggests that it is bet- 
ter to take a series of monthly ex- 
pirations and follow them through 
for the number renewed, number 
canceled at expiration at request of 
the subscriber, and balance canceled 
after the three months’ arrearage 
period. 
The present rule requires that the 
expirations and renewals be given 
for a 12-month period, regardless of 
whether such renewals are of the 
expirations included in that particu- 
lar 12-month period. 
Another question raised is whether 
showing the method of payment for 
subscriptions in A. B. C. reports is 
of sufficient value to be continued. 
Numerous other organizations will 
meet during A. B. C. Week. The en- 
tire list is given in this issue under 
“Coming Conventions.” 


Slogan Featured in 
New Vapex Campaign 


Featuring its slogan, “Breathe 
Your Cold Away with Vapex,” E. 
Fougera & Co., New York importers, 
began a campaign this week on 
Vapex in more than 150 newspapers, 
general magazines and radio. 

The New York office of N. W. 
Ayer & Son, Inc., handle the ac- 
=. F. J. Zink is account execu- 
ive. 


Seed Named Chairman 


Allen H. Seed, Jr., vice-president 
of S. S. Koppe & Co., Inc., New 
York, international publishers’ rep- 
resentatives, has been appointed 
chairman of the European Relations 
Committee of the United States 
Chamber of Commerce. 


“Ad-Vents” Changes 


Editorial Policy 


Ad-Vents, official publication of 
the Association of Advertising Men, 
New York, has changed from a 
monthly to a bi-monthly. 

A new editorial policy calls for 
special issues on various specialties, 


DENY REVIEW OF 
CHAIN STORE TAX 


Washington, D. C., Oct. 15—The 
Supreme Court of the United States 
denied a plea for a rehearing of the 
Indiana chain store tax. 

By a five to four vote, the Su- 
preme Court at its last term ruled 
that the Indiana license tax on 
stores, graduated in amount accord- 
ing to the number of stores under a 
single ownership and management, 
is constitutional. 

Numerous distinctions were said 
by the majority of the court to exist 
between the business of a chain store 
and other types of stores. These dis- 
tinctions, it was declared, make the 
tax levied against chain stores 
neither unreasonable nor arbitrary. 

The court, when deciding the case, 
cited in the majority opinion, writ- 
ten by Justice Roberts, the number 
of chains established and “their 
astonishing growth” to support its 
conclusion that there are differences 
and advantages in favor of the chain 
stores. 

“More and more persons, like the 
appellee, have found advantages in 
this method of merchandising and 
have therefore adopted it. 

“The court below fell into the 

error of assuming that the distinc- 
tion between the appellee’s business 
and that of the other sorts of stores 
mentioned was solely one of owner- 
ship. It disregarded the differences 
shown by the record. 
“They consist not merely in own- 
ership, but in organization, manage- 
ment, and type of bnusiness trans- 
acted. The statute treats upon a 
similar basis all owners of chain 
stores similarly situated. This is 
all the Constitution requires.” 


Complete Plan 
to Audit Free 
Circulations 


New York, Oct. 15—The Con- 
trolled Circulation Audit, recently 
formed by representatives of na- 
tional advertisers, agencies and pub- 
lishers to provide means of certify- 
ing the circulations of free distribu- 
tion papers has been incorporated 
with offices in the Graybar Building. 
Paul B. West, of the National 
Carbon Company, was elected presi- 
dent; Algar Cook, of Drug Topics, 
vice-president; E. N. Downs, Ethyl 
Gasoline Corporation, secretary, and 
Joseph Vessey, Kenyon & Eckhardt, 
treasurer. 

The directors are T. H. Bissell, 
International Nickel Co.; R. C. 
Byler, SKF Industries, Inc.; E. L. 
Bill, Federated Business Publica- 
tions; Raymond T. Carey, Automo- 
tive Merchandising; Don Julian, 
Graybar Electric Co.; Walter Mann, 
Walter Mann and Staff, and Roger 
L. Wensley, G. M. Basford Co. 
Frank L. Avery, formerly of Fed- 
erated Business Publications, has 
been appointed managing director. 


Detroit Exhibition 
Is Opened to All 


The Exhibition of Contemporary 
Advertising Art opening at the 
Scarab Club, Detroit, Nov. 1 is now 
open to advertising artists, photog- 
raphers, layout men and retouchers 
in all parts of the country. 

One entry is allowed. The, work 
will not be officially judged. 

The exhibit is sponsored by Lee 
Anderson, president of Advertisers 
Incorporated, and is directed by Sid- 
ney A. Wells, the agency’s art di- 
rector. 


Pick New Yorker 


Sam Malcolm Levy, formerly an 
account executive with the H. , 
McCann Company and advertising 
director of the Greensboro (N. C.) 
Daily News and Evening Record, 
has joined the Keelor & Stites Com- 
pany, Cincinnati agency . 


Seidenbaum Moves 


The William G. Seidenbaum agen- 
cy, New York, has moved to larger 


quarters at 10 E. 40th St. 
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ADVERTISING AGE 


GIVE CASE FOR 
AND AGAINST 
USE OF COLOR 


A, N. A. Issues First of Maga- 
Zine Studies 


New York, Oct. 11.—Of a number 
of advertisers queried as to their 
reasons for using color in magazines, 
27.1 per cent said they use it be- 
cause of the color values in their 
products; 23.7 per cent use it be- 
cause of added attention value; 12.7 
per cent because of its psychological 
value; 12.7 per cent for the aid in 
depicting atmosphere; 10.3 per cent 
because of “color values in showing 
the usefulness of the product’; 9.7 
per cent, for “adding reality to 
human interest appeal,” and 2.5 per 
cent because of special color posi- 
tion. 

This color survey, made by the 
Association of National Advertisers 
through the magazine committee 
headed by Fred R. Davis, of the 
General Electric Company, has been 
issued as the first of a series of 
reports under the heading, “Basic 
Information on Magazines as an 
Advertising Medium.” 

The study will embrace consider- 
able original research as well as 
every worth-while piece of informa- 
tion which has been published. 


Other Side of Question 


Advertisers who do not use color 
ascribed these reasons: 25 per cent, 
added expense; 21.8 per cent, object 
to being tied down to uncancellable 
color space contract; 18.7 per cent, 
“sacrificing coverage”; 9.6 per cent, 
product has no color value. 

The association remarks that psy- 
chological tests carried on in several 
universities show that “color is su- 
perior to black and white in recog- 
nition and recall values.” 

The association found considerable 
variance in premiums for color, the 
range for one color being from 4.8 
to 30 per cent additional over the 
rate for black and white, and for 
two colors, 17.8 to 45 per cent. For 
four-color process on inside pages, 
the range is from 3.2 to 90 per cent. 
Magazines in competitive groups 
show more uniform charges. 

Of the 28 advertisers spending 
$1,000,000 or more in 1930, 19 sup- 
plied color figures showing that out 
of $38,986,023 spent in magazines, 
$24,666,340 or 63.5 per cent was for 
color. 

The color revenue of leading mag- 
azines in 1929 was 48 per cent of 
the total revenue, this ratio increas- 
ing in 1930. In the latter year, 
37 magazines showed a gain of 
$452,890 in color revenue and a loss 
of $3,871,426 in black and white. 


Phases of Study 


The A. N. A. survey is divided 
into six chapters: 

The Purpose of Color in Magazine 
Advertising; The Pulling Power of 
Color Compared with Black and 
White; Comparative Costs of Space, 
Plates, and Art Work; A Compara- 
tive Study of Magazine Color Rates, 
Including Metallic Ink Rates; the 
Development of Color Printing; and 
a Comparative Analysis of Color 
Revenue in Magazines. Interspersed 
throughout are 16 tabulations. At 
the end of the study is a comprehen- 
sive bibliography. 

A. E. Haase, managing director, 
provided the foreword for the sur- 
vey. Other members of Mr. Davis’ 
committee are Merle Banker Bates, 
Life Savers, Inc.; Franklin Bell, H. 
J. Heinz Co.; Irving Brown, Nashua 
Mfg. Co.; G. R. Cain, Swift & Co.; 
Roy S. Davey, United American 
Bosch Corp.; Matt Denning, E. I. 
du Pont de Nemours & Co.; Dr. B. L. 
Dunn, Oneida Community, Ltd.; C. 
F. Farnham, American Stove Co.; 
Wm. B. Griffin, International Sil- 
ver Co.; 

W. A. Grove, Edison General Elec- 
tric Appliance Co.; H. A. Hey, Singer 
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Sewing Machine Co.; Claudius G. 
Pendill, Towle Mfg. Co.; W. P. 
Rogers, California Packing Corp.; 
Kenyon Stevenson, Armstrong Cork 
Co.; William W. Tomlinson, Scott 
Paper Co.; Paul F. Wiggin, Vacuum 
Oil Co.; Mr. Haase and E. Strass- 
man, secretary of the committee. 


Another Year, 
Then Look Out 
for Street Car 


New York, Oct. 15—With the first 
year of a three-year cycle of re- 
search at an end, the American Elec- 
tric Railway Association believes it 
will soon be able to offer the public 
a worthy opponent of the automobile. 

A year ago, the association de- 
cided to invest $500,000 in a three- 
year study, under the direction of an 
expert of the Detroit-Edison Com- 
pany. This study has been directed 
at improving street cars and the de- 
gree of speed and comfort offered 
riders. 

Exhaustive tests of acceleration 
and retardation speeds have been 
made and the causes and elimination 
of noise have been studied. 

This research has reached the 
stage where the association is al- 
most ready to produce a model car. 
This will be studied in operation un- 
der actual conditions and further re- 
finements will be introduced. When 
this stage is reached, the association 
will probably indulge in some crow- 
ing over its accomplishments in paid 
space. 

The electric railway industry has 
borrowed some of the pet devices of 
automotive engineers in the pro- 
posed model car. It will embody such 
radical changes as suspended motors 
and the universal drive shaft, after 
motor car principles. 


Tropic-Aire Sponsors 
Football Results 


Tropic Aire, Inc., auto heaters, 
Minneapolis, is sponsoring reports 
of football results given over the 
Columbia Broadcasting System at 
intervals every Saturday afternoon. 

The program, placed through the 
Reincke- Ellis Company, Chicago, 
will not make use of football 
coaches, as recently reported. 


Heads Typographers 

E. M. Diamant, E. M. Diamant 
Typographic Service, New York, was 
elected president of the Advertising 
Typographers of America at New 
Orleans this week. Other officers: 

E. J. Johnson, Chicago, vice-presi- 
dent; P. J. Frost, New York, treas- 
urer; Albert Abrahams, New York, 
secretary; George Willens, Detroit, 
historian. 


Tulsa Prohibits Sunday 


Sale of Groceries 
Tulsa, Okla., has adopted an ordi- 
nance prohibiting the sale of gro- 
ceries, meats and other foods on 
Sunday through grocery stores. 
The ordinance does not affect drug 
stores, newsstands, cigar stores, deli- 
catessens and others which deal ex- 
clusively in perishable foodstuffs. 


Tax Coal Dealers 


An ordinance passed at Denver, 
Colo., requires coal dealers to pay 
a license fee of $100 for the first 
truck and $5 for each additional one. 


UNION BAKERS 
IN CAMPAIGN 


Madison, Wis., Oct. 15—If the 
labor unions of the country follow 
the lead of the Madison Bakers’ 
Union, they will resort to paid ad- 
vertising to expand the markets for 
union-made products. 

The local union has launched a 
newspaper and radio campaign to 
tell the public that union bread is 
better “because it is made by skilled 
craftsmen who have served an ap- 
prenticeship of at least three years 
and who have passed physical exam- 
inations. 

“These men work under sanitary 
conditions, with the most modern 
machinery at their disposal.” 

The copy concludes by urging the 
reader to look for the union label 
on each loaf and by listing the 11 
Madison bakeries which employ only 
union help. 

Edgar F. Landl, president of the 
union, said the campaign was de- 
signed to help both the union work- 
ers and their employers. 


Gleason Shows 
Other Side of 
Rate Argument 


Chicago, Oct. 15—D. J. Hanson, 
Domestic Engineering, was elected 
president of the Chicago Business 
Papers Association Oct. 12 at a 
meeting at which methods of reduc- 
ing mechanical costs held the center 
of the stage. 

E. H. Gleason, of The Inland 
Printer, warned the association, 
however, against acceptance of suici- 
dal bids arising from the intensified 
competition of printers and en- 
gravers, 

“Taking excessive discounts at 
this time will drive many printers 
and engravers into bankruptcy and 
prove a boomerang to the publisher 
when those who are able to remain 
in the field obtain control of prices,” 
he said. 

Other newly elected officers are: 
vice-president, W. R. Swartout, 
Bakers Helper; secretary, Robert R. 
Greig, American Artisan; treasurer, 
J. Knight Willy, Hotel Monthly; di- 
rectors: H. H. Bede, National Real 
Estate Journal; K. L. Rice, Power 
Plant Engineering; and E. M. Mur- 
phy, Black Diamond. 


Issue Last Call 
for Export Essays 


The Association of Advertising 
Men, New York, announces all en- 
tries for the 1931 G. Allen Reeder 
Award contest must be in Nov. 1. 

Essays must not exceed 2,500 
words on the subject, “What Ad- 
vertising Can Do for American 
Products in Foreign Markets.” First 
prize is $100 and the Reeder cup. 


H usband & Thomas 


to Place Coal Copy 
Husband & Thomas, New York, 
have been appointed the agency for 
the Batchelder Whittemore Com- 
pany and the Delaware, Lackawanna 
& Western Coal Co. 
A newspaper campaign on Blue 
Coal is planned. 


Forms Cincinnati Agency 

Russell A. Schirmer, for nine 
years advertising director of the 
Rudolph Wurlitzer Company, Cin- 
cinnati, has resigned to form the 
R. A. Schirmer Company. 

A complete advertising service 
will be offered at 24 East Sixth 
Street, Cincinnati. 


White Is Promoted 
by General Motors 


R. K. White has been made east- 
ern sales manager of the Oakland 
Motor Car Co., Detroit. 

His former post as advertising 
manager of Chevrolet is being filled 
by his assistant, Robert H. Crooker. 


Tomlinson Passes 
_ Fred Tomlinson, Detroit advertis- 
oe panne head, died at the age 
0 A 
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5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


NEW YORK CLEVELAND CHICAGO LOS ANGELES SAN FRANCISCO 


4 
PC 
, , 
ES tan Gone neu nal one ee aes a : 
under condiiiens Mest sanitar wah the 
meet modern machinery al ther d:-paral. 
Bernt bind bt sors! samy PY 
De not be misked by the extravneant claims 
. | ae — - — = 
TT ser 
1 protection a 
| ns — a f 
\ | a 
ew E . 
1 po Be Gnees 0mm @ ay J) 
t | : 
. . 
; Reerere csecreneroseer neal ee ‘ 
} 
e oo es Py 
s a ie 
—_ Ga 
. : Bo: 
B, “a ton 
r ec ig 
ir ; aia 
SS 4 
$ ee ees 
n | ae 
le = oe ee 
: SS e e interes 
d cis seni encanta emcee anil et 
XY eee 
1.2 ge 
: 7 a ee 
SS Petia | 
es AS | | DN SS eel A 
r- —_—e 
eS 
e- 
a ——__ EEE 7 i a ms 
sie 
in - 
i me P 
B5eSeSeSe5es Ses be seSPSeSeSeSeS Eee 
————— OU no owner Ga 
a =a i 
eo) emp oon 
-* “ a? 
> ae 
yn- i i 
tly ee 7 
1a- , st! x = 
ib- 1 Nae 
fy- ee 3 ee 2 i 
Du- Lay 
ted ti 
ng. Ss < 
nal ; 
»si- ‘ 
ics, ve 
wt : 
“dt, : 
ell, | 
| 
C. | | 
L. 
ca- ee | 
mo- 
ian, ; 
ee  ————————— 
inn, P| 
ger ; 
7 : 
‘ed- meen | ee - 
has es 
. | | cs 
a 
All ma 
gH | ee 
the | 
now EE EEE EO e—elLlLlmlUlULUU 
to g- } : 
hers 
work 
ers | ee 
isers icienaaiasiaanaiaealia 
sit pO | 
t di- 
y an a 
-™ « 
tising 
fs. Nosd 
ecord, 
Com- 
| . 
agen- 
larger | . 
< pu ane ee : beet. eee oA Be tn eas a 7 a ea) OY. Cea ate tt es res ae ere aN ae 7 
ear oo Sea Ne gee a a> See oe Pais ee te * 4 rae re: seer rs para ee orn e au : Bie — pte ae aM pe Be | San i Ds Tt ie aa er ag eae ever Beate is eee # 4 Ba at hs Slee eas es, 
Pee et ee ei Wee Oe ene fi ot eee Deed cy ee PSM, et ae gaat al RR, ae Se eee et : BS ie 
Se) aa ear ee ieee Pee ele ae Ee ERO sce a aa age omer 8% Smee raee Ne ape Bea Pe 2 Ne erent (Sees 
ae ee ee ee rr ae fo. Mie ae ee nee i er 
aN RAS ib, gk as yp Se SC emcee eee oe fe ee eee ar IP RCIA era fan ae eras = esa NIE Sem {ee eee et Bie inc > cu shack mI ERC Sark ageahags aa ah pt Re” 7 en ee eee a 
eee ae Soa” pic et eye aie ie et Mi a eg Sy en aa fat : eae pe eet oe a pe NN Seeger Sees ater Seen ee ee ey Oh Me Fis oe ay ey be! ry ooo Gale 2) ae 


a it 


4 


me 


ADVERTISING AGE 


October 17, 1931 


—_ 


= : _ - 
AA tisi A 

THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., 
New York Office, Graybar Bldg. - 
G. D. CRAIN, Jr., 
President and Publisher 
E. KEBBY, 
Secretary 


Chicago - - - - Tel. HAR. 7504 
Tel. MOhawk 4-1572 


KENNETH C. CRAIN, 
Vice-President 


R. T. SANFORD, 
Assistant to the Publisher 


Advertising Representatives 
W. E. DUNSBY, Eastern Manager, New York 
BRYAN MACK, 287 Peachtree St., Atlanta, Phone Walnut 7194 
BUSINESS PUBLICATIONS BUREAU, 1045 Sansome Street, San Francisco, 
Phone Douglas 4306; 1206 Maple Street, Los Angeles, Phone Westmore 6477 


MURRAY E. CRAIN, Managing Editor 


HAROLD MONAHAN and J. 


A. MARTZ, Associate Editors 


HAROLD F. PODHASKI, New York; LEE L. ROBINSON, Washington 


Correspondents in All Principal Cities 


Vol. Il, No.41 CHICAGO, OCTOBER 17, 1931 5 Cents a Copy, $1 a Year 


A New Job for Women Buyers 


Women are constantly invading 
new merchandising areas, and being 
assigned new roles to play in the 
purchase of consumer goods. It 
seems only a few years ago that 
women were dismissed as of little 
importance in the purchase of motor 
cars, but today every automobile 
manufacturer designs and advertises 
his product with an eye turned in 
the direction of the ladies. 


Now the manufacturers of motor 
fuels and lubricants are beginning 
to wonder if women are not suffi- 
ciently important from the stand- 
point of their personal buying activ- 
ities to justify some special atten- 
tion. ADVERTISING AGE has learned 
of several investigations designed to 
develop the facts regarding the num- 
ber of women filling-station cus- 
tomers and thus determining whether 
gasoline and oil copy should not be | 
written to and for them. 


There are fewer women drivers 
than men, but the number in the 
former group is steadily growing, 
and their likes and dislikes must be 
taken into account in merchandising 
motor fuels, as well as other prod- 
ucts where their buying decisions are 
an important factor. And because 
women’s psychology is what it is it 
seems necessary that the advertising 
appeal be varied when addressing 
them. 


The most successful advertising of 
gasoline at present is on premium 
and special-grade brands, where the 
extra value and service justify spe- 


cial consideration from the user. 
Low-priced gasoline is seldom adver- 
tised successfully over a long period, 
but only for the purposes of competi- 
tion where price is the controlling 
factor. 

The woman buyer is notoriously a 
oargain-hunter, and probably more 
effort will be required to extract the 
oremium for extra-grade gasoline 


| <rom her than from the average man 


iriving a car. 

The Standard Oil Company of In- 
diana, which has been one of the 
most aggressive and successful mer- 
chandisers of gasoline and oil, is 
aiming at women motorists in its 
new campaign, details regarding 
which were published in the October 
10 issue of ADVERTISING AGE. This 
is probably the first time that such 
an objective has been included in the 
advertising of gas, certainly on such 
a scale as is contemplated by this 
company. 

That explains why more than the 
ordinary amount of investigation is 
now going on among refiners, adver- 
tising agencies, publishers and others 
interested in this type of marketing, 
to find out something about women’s 
buying habits in this field, and to 
determine the correct copy appeal. 


It will be interesting to note the 
developments as reflected in current 
|advertising practice, and to record 
| the experience of these advertisers 
|in endeavoring to win preference 
‘from a buying factor which has per- 
haps been too much neglected. 


The Reciprocal Idea Is Growing 


When C. L. Ellison, of the Bruns- | advertised is shown in connection 
wick-Balke-Collender Company, first | with other products more or less re- 


presented his idea for reciprocity in| lated to its use; and if these are 
advertising through ADVERTISING | identified accurately and definitely, 


AGE, it seemed that the plan had | there is an additional advertising 


possibilities, but 
obstacles and difficulties. However, 
its practical character has been 


demonstrated already by the work- | 


ing arrangement which he has estab- 
lished with Wrigley and other adver- 
tisers. 


Some current copy now appearing 
for Pebeco tooth-paste suggests that 
a similar plan is being developed. 
Individual products are introduced, 
with the name of the manufacturer 
and a description of the merchan- 
dise. The product is tied in with 
the copy idea of the Pebeco series in 
a logical and interesting way, but 
there is no doubt that the companies 
mentioned in this advertising are 
certain to profit directly. 

Whether Pebeco will be similarly 
benefited in turn is still to be indi- 
cated, but this use of other people’s 
goods in the advertiser’s copy shows 
clearly the possibilities of getting 
double value out of advertising 
space. Practically everything that is 


certain obvious | value obtained without extra cost to 


| anybody concerned. Then the de- 
_velopment of a definite policy of 
/reciprocity on the part of those so 
favored becomes merely a matter of 
detail. 


Under conditions which prevail at 
present, with many appropriations 
reduced, the reciprocal idea has miore 
than ordinary appeal. The advertis- 
ing manager who is able to make a 
friendly alliance with a number of 
others in non-competitive but related 
fields, so as to give and receive addi- 
tional publicity, is certainly doing 
his part to get extra value from his 
advertising dollar. 


Advertising agencies, many of 
which specialize to some extent in 
certain fields, have a particularly 
good opportunity to work out this 
type of advertising. It should be 
kept in mind, however, that its value 
lies in its being reciprocal rather 
than co-operative. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ng them, or through ADVERTISING 
AGE: 


14. Champaign-Urbana, Ill. 

This is an anlysis of the buying 
-ower and other features of two 
thriving Illinois cities, the study by 
the Champaign News-Gazette con- 
forming to the standard established 
by the Bureau of Advertising, A. N. 
P. A. Champaign and Urbana, while 
having separate governments, are 
one market, the survey points out. 
The population is 33,390, exclusive 
of 11,000 students of the University 
of Illinois. 


311. Tell to Denmark—Sell to Den- 
mark. 

This 32-page booklet in color tells 
why Denmark is a rich market for 
American manufacturers, and indi- 
cates how it may be reached. Copies 
may be obtained from §. 5S. Koppe 
& Co., United States representatives 
ot Berlingske Tidende, Copenhagen. 


312. Annual Detailed Circulation 
Statement of Red Book, 1932. 


“The City of Redbook,” says this 
volume by the McCall Company, 
“represents a city larger than any 
in the United States but two. Its 
average reader has an income much 
larger than the average for the 
United States and lives in a com- 
munity of generally higher rental 
values. More than 50 per cent of 
its readers buy their copies from the 
newsstand, and 74 per cent are 
dwellers in important centers of 
population.” 


313. Cosmetics in Small Towns. 


The Household Magazine’s anal- 
ysis of 510 letters received in a 
beauty contest indicates that “the 
small town woman is conscious of 
beauty and beauty preparations and 
is a large user of all kinds of cos- 
metics.”’ One tabulation shows mem- 
tion by brand names. 


277. The Review of Reviews in 
Atlanta. 


This is the second of a series of 
analyses of readers of Review of 
Reviews, the first covering Youngs- 
town, O. A credit company handling 
7,000,000 reports annually surveyed 
the entire Atlanta subscription list, 
then submitting the findings to 
certified public accountants for 
verification. The report, issued as 
“A Market Audit of Circulation” 
shows the high standing and afflu- 
ence of readers. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 


This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 
[heir names and business connec- 
tion are listed. 


281. The Collegiate Salesman. 


This folder from the Collegiate 
Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


310. A feather that cannot be taken 
out of Life’s cap! 

Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per 
thousand is $5.94, instead of a 
higher rate reported. Its four-color 
rate is below, instead of above $10 
per page per thousand. 


A FAIR QUESTION 


“Good morning. Are you bewildered by conflicting tooth- 


paste claims?” 


—The New Yorker. 


Voice of the Advertiser 


Says Advertising 
Needs More Criticism 


To the Editor: I wonder why it 
is we have to go outside the adver- 
tising trade to get constructive criti- 
cism, rather than criticism of the 
superficial or Pollyanna variety. 

I am referring, of course, to the 
story in your Oct. 10 issue in which 
is reported Dr. Walter Dill Scott’s 
analysis of certain advertisements. 
I refer also to the “debunk” section 
of Ballyhoo, which has recently been 
telling a lot of supposedly good ad- 
vertising campaigns where to get 
off. 

It seems to me that some adver- 
tising trade publication—perhaps 
your noble self!—ought to have the 
nerve, or guts, or effrontery, or au- 
dacity, to establish a section or a 
page pointing out definite advertis- 
ing weaknesses or departures from 
advertising fundamentals on the 
part of prominent or pseudo-promi- 
nent advertisers. 

You might lose a few subscribers, 
you might even make a few enemies 
of the big-frog-in-small-puddle va- 
riety, but you might also do the ad- 
vertising industry some good, and 
that, presumably, is what any adver- 
tising trade publication exists for. 

WESTON HILL 
Van Sant, Dugdale & Corner, Inc., 
Baltimore 


* * #* 


Why Some Publishers 
Do Not Advertise 


To the Editor: Regarding your 
editorial, “Why Publishers Don’t 
Advertise”: Most of them don’t 
know how to spotlight the chief 
points about their publications and 
markets covered. 

This is true in spite of the fact 
that they have the most advertisable 
commodity in existence and one 
which brings a larger degree of 
tangible returns over a reasonable 
period than any other product or 
service. 

RICHARD J. AHRENS 
Evanston, II. 


Question 


To the Editor: The writer is look- 
ing for a little enlightenment on an 
article in your issue of Sept. 19, re- 
garding 60 per cent of goods being 
sold retail merchants on the sales- 
man’s fifth call. 

The percentages of salesmen mak- 
ing from one to four calls is then 
given, and they add up to 100 per 
cent. That doesn’t seem to leave any 
to make the fifth calls and to get 
the 60 per cent of business. 

The only answer I can figure out 
is that 60 per cent are sold on the 
first call, rather than on the fifth. 
Can you make this clearer to me? 


R. A. Burk 
Director Service Dept., 
Brown & Bigelow, St. Paul 
* * * 


Answer 

To the Editor: The quotations 
from my address, which you sum- 
marized in a_ recent issue of 
ADVERTISING AGE, was correct as far 
as the figures go. If you will add 
up 48.2 per cent, 24.4, 14.7 and 12.7, 
you will find that this makes exactly 
100 per cent. 

Possibly the quotation was incor- 
rect in the way it was stated. It 
should read as follows: 

“Records kept by 1,000 retailers 
for six months showed that 48.2 per 
cent of salesmen make one call and 
then quit; 24.4 per cent of salesmen 
make two calls and then quit; 14.7 
per cent of salesmen make three 
calls and then quit. Only 12.7 per 
cent of salesmen make four or more 
calls. About 60 per cent of the 
goods are bought on or after the 
fifth call.’ 

From this you will see that the 
first three groups make one, two or 
three calls and then quit. But the 
fourth group, comprising only 12.7 
per cent, make four or more calls 
but do not quit. It is, of course, 
after the fifth or succeeding calls 
that the sale is made. We believe 
this explains the matter logically. 

ARTHUR BRAYTON 
Editor, Dry Goods Merchants 
Trade Journal, Des Moines, Ia. 
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WARD CATALOG 
FEATURES MORE 
BRANDED LINES 


Extra Advertising Said to Sway 
Manufacturers 


Chicago, Oct. 15—An example of 
Montgomery Ward & Co.’s interest 
in nationally advertised goods, as 
well as of the concessions some na- 
tional advertisers are willing to 
make to be included in the company’s 
catalog, is provided by the fourth 
cover of the current issue, which 
lists an RCA Radiola. 

This is the first time a preferred 
position has been used for any ex- 
cept the company’s own brand. How- 
ever, copy follows the traditional 
mail order style, the price quoted 
being $59.95 and the value claimed, 
$110. The supplier’s task of ex- 
plaining to dealers is simplified by 
the fact that only a single battery- 
operated set is cataloged, the other 
models in the radio line being Mont- 
gomery Ward’s brand. 

Montgomery Ward executives said 
that while they are as interested as 
ever in listing nationally advertised 
goods, there is no change in the gen- 
eral policy of including such mer- 
chandise only when it can be offered 
at less than established prices. They 
explain exceptions, such as the in- 
clusion of the Underwood portable 
typewriter at the regular price of 
$60, by competitive conditions. 


Reach More Homes 

They attribute the increase in na- 
tionally advertised items in the cata- 
log to the fact that more manufac- 
furers are willing to risk unfavor- 
able dealer reaction to gain quantity 
orders and to reach 8,000,000 homes 
through the catalog with their mes- 
sage. 

Other nationally advertised prod- 
ucts which are priced below regular 
figures are Pepperell sheets, Wrig- 
ley’s gum, Dunhill pipes, Target to- 
bacco, Q. R. S. home movie cameras 
and projectors, Victor adding ma- 
chines, Waltham and Elgin watches, 
and Community and Rogers Bros. 
silverware. 

Advertised names are conspicuous 
by their absence on pages listing 
electric clocks, fountain pens, vac- 
uum cleaners, washing machines, 
ironers and sewing machines. 

While the company distributes 
Simmons beds and mattresses bear- 
ing the regular trade-mark, this 
manufacturer does not permit his 
name to be used in the catalog. 

Innovations introduced in the new 
catalog, presented as “Ward’s Book 
of Golden Opportunities,” include 
discounts on quantity purchases, 
payment of postage on orders for $2 
or more, the exclusion of women’s 
apparel lines and the addition of oil 
burners, optical service and live rab- 
bits. 

The quantity discounts vary with 
the character of the item purchased. 
A blanket is $2.25 for one, $3.96 for 
two. A shirt costing $1.15 each is 
priced at three for $3.15. 


Referred to Magazine 

A few of the lower-priced dresses 
are the only women’s apparel shown 
in the catalog. Women are asked to 
send for the fashion magazine, “To- 
day’s New York Fashions,” which 
will be published at intervals of six 
weeks or so. 

The catalog bids for the good will 
of the corn belt farm trade by giv- 
ing prominent display to a wall- 
board made from corn stalks, the 
impression given being that the com- 
pany is thus adding to the profits of 
the farmer. 

A letter accompanying the catalog 
told of a blanket special received too 
late for inclusion. An actual sample 
of the blanket was enclosed. 

Ward’s retail stores have outdone 
the mail order department by add- 
ing not only oil burners and optical 
service but coal and dry cleaning 


IS AGENCY OFFICER 


Charles C. Mercer, industrial ad- 
vertising expert, who has become 
vice-president of Clark, McDaniel, 
Fisher & Spelman, of Akron and 
Cleveland. 


ASK MAGAZINE 
BUYERS EXACTLY 
WHAT WAS READ 


New York, Oct. 15—An actual 
census to determine which of the ad- 
vertising and editorial features of 
four magazines had been read fea- 
tured a survey made by George W. 
Gallup for Liberty, under the obser- 
vation of the Association of National 
Advertisers. 

Dr. Gallup, who is Professor of 
Journalism and Advertising at 
Northwestern University, Chicago, 
had the investigator turn the pages 
of the magazine indicated as having 
been read, the reader pointing out 
the individual editorial features and 
advertisements that had been read. 
A crayon mark was put on every 
feature so indicated. 

Dr. Gallup used this method in a 
census among 15,000 residents of 
Springfield, Mass., Philadelphia, 
Greensboro, N. Car., Columbus, To- 
peka, Kan., and Sioux Falls, S. Dak. 


Cover Four Papers 


The objective was to find pos- 
sessors of The Saturday Evening 
Post, Liberty, Collier’s and The Lit- 
erary Digest, and determine not only 
how many possessed copies of these 
magazines had actually been read 
but how many advertising pages 
were remembered. 

Dr. Gallup believes previous read- 
er surveys have been tabulations of 
opinion, while his method shows ex- 
actly what has been read. 

Each of the graduate students 
who assisted in the survey carried a 
set of the four weeklies current dur- 
ing that week. They found 3,789 
readers behind the 15,000 door-bells 
which were rung and the 3,789 
marked magazines, each represent- 
ing a complete interview, are on file 
in New York. 

Ratings of their own advertise- 
ments are available to companies 
represented in one or more of the 
four magazines through the Associa- 
tion of National Advertisers or 
Liberty. 

The A. N. A., it is reported, is 
planning to do a similar job for nine 
more major magazines. 


“Hotel World-Review” 


to Sponsor Contest 
Three prize contests for the best 
hotel advertising of 1931 will be an- 
nounced in the November issue of 
the Hotel World-Review Pictorial. 
They will be for the best hotel ad- 
vertisement, for the best hotel book- 
let and for the best sales letter or 
direct mail piece. 


James R. Fisher Dead 


James Ross Fisher, 47, business 
manager of the New Orleans Daily 
States, died Oct. 8 after an illness of 
two months. 


ADVERTISING AGE 5 
Grorce W. Hopkins 8. Rotanp Haut 
Starting in Octob 
INTED SALESMANSHIP’S answer to the depression is four of the 
most valuable and interesting editorial features that have ever appeared in 
any sales or advertising magazine. They will all have one common purpose— 
to help our subscribers increase their business. The first two of the four new 
features starting in the October issue, off the press about October 15, are: 
**Building a Sales Presentation **My Ups and Downs in 
to Beat the Slump”’ Advertising”’ 
A series of six helpful articles, well illustrated, by Twelve interesting chapters in the advertising career of 
Grorce W. Hopkins S. Rotanp Hay 

Recognized as probably the foremost sales expert in Mr. Hall, now sales manager of the Charis Corporation 
the country, Mr. Hopkins has served such companies and at the head of a sales force of 6,000 women, has 
as Chase and Sanborn, Loose-Wiles Biscuit Company, been advertising manager of the International Corre- 
American Chicle Company, Columbia Graphaphone spondence Schools, and the head of his own adver- 
Company, Coral Gables, and many others. He has been tising agency. He is the author of numerous books 
president of the American Society of Sales Executives, and articles and in this new series writes the most 
the New York Sales Managers Club and the Adver- absorbing story of them all—the story of his own 

tising Club of New York. life in advertising. 

A DARTNELL PUBLICATION 
More Than 10,000 Subscribers Among Leading Sales, 
Advertising and Printing Executives 
4660 RAvENSwoop AVENUE, CHICAGO 274 Mapison AVENUE, NEw York 
mae 


“Herald-Post” Will | 
Be Six-Day Paper 

John B. Gallagher, who bought 
the Lowisville Herald-Post for $175,- 
000 and assumed a $145,000 mort- 
gage, will discontinue the Sunday 
edition. 

Guy W. Beardsley, Eastern news- 
paper man, has been appointed gen- 
eral manager. Frank G. Drewry, of 
Louisville, becomes assistant to the 
president. W. C. Worcester continues 
as advertising manager and W. W. 
Stouffer as business manager in 
charge of national advertising. 


WGN, Chicago, Gets 
Columbia Programs 


Effective Nov 1, WGN, Chicago, 
will broadcast programs of the Co- 
lumbia Broadcasting System for a 
limited number of hours daily. 

The station will continue to be 
wholly owned and operated by the 
Chicago Tribune, however. 


Occupy New Building 
Blum’s Advertising Agency, direct 
mail house of San Francisco, cele- 
brated its 25th anniversary by oc- 
cupying its own building at 809 
Mission street. 


Gets Mail Convention 


New York has been selected for 
the 1982 convention of the Direct 


Mai] Advertising Association. 


Coming 
Conventions 


Oct. 20-21. Fall meeting Inland 
Daily Press Assn. at Hotel Morrison, 
Chicago. 

Oct. 20. Newspaper Advertising 
Executives at Stevens Hotel, Chi- 
cago. 

Oct. 21. Associated Business Pa- 
pers, Inc., at Hotel Blackstone, Chi- 
cago. 

Oct. 21. Western Council of 
American Association of Advertis- 
ing Agencies at Union League Club, 
Chicago. 

Oct. 21. Agricultural Publishers’ 
Assn. at Stevens Hotel, Chicago. 

Oct. 21. Annual meeting National 
Conference of Business Paper Edi- 
tors, Hotel Blackstone, Chicago. 

Oct. 21-22. Major Market News- 
papers, Inc., at Stevens Hotel, Chi- 
cago. 

Oct. 22-23. Annual meeting of 
Audit Bureau of Circulations, 
Stevens Hotel, Chicago. 

Oct. 22. Annual meeting Ameri- 
can Home Magazine Publishers at 
Bismarck Hotel, Chicago. 

Oct. 22-23. First District, Adver- 


tising Federation of America, at 
Providence, R. I. 

Oct. 26-28. Ninth annual conven- 
tion National Assn. of Broadcasters 
at Detroit. 

Nov. 4-6. Pacific Assn. of Adver- 
tising Agencies at Santa Barbara, 
Calif. 

Nov. 10-13. Annual meeting Out- 
door Advertising Assn. of America 
at Detroit. 

Nov. 11-13. Fall meeting Ameri- 
can Newspaper Publishers Assn. at 
Los Angeles. 

Nov. 11-13. Industrial marketing 
conference of American Manage- 
ment Assn. at Hotel Statler, Cleve- 
land. , 

Nov. 16-18. Annual convention of 
Association of National Advertisers 
at Wardman Park Hotel, Washing- 
ton, D. C. 


Joins Copeland 
O. Eastman has resigned as ad- 
vertising manager of the Silent Au- 
tomatic Corporation, Detroit, to join 
the advertising and sales promotion 
division of Copeland Products, Inc., 
Mt. Clemens. 


Crowell Men Transfer 


Preston Davidson, of the Detroit 
office of the Crowell Publishing Co., 
has been transferred to Chicago. 
Holt Metzger came from Chicago to 
take his place. 
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DANGLED PLUM 
OF $66,000,000 
BEFORE MOVIES 


New York, Oct. 15—Believing 
$66,000,000 worth of screen adver- 
tising could be sold annually for 
showings in the five producer-con- 
trolled picture theater chains, Len- 
nen & Mitchell, New York agency, 
proposed to form a separate com- 
pany to handle all of the advertising 
for these houses. 

This is the statement of P. S. Har- 
rison, publisher of Harrison’s Re- 
ports, a paper for exhibitors, who 
asserts the plan broke down only be- 
cause of the decision of two of the 
five chains to withdraw from spon- 
sored films for the present, at least. 

The Lennen & Mitchell plan in- 
volved the sale to four advertisers 
of a reel to run about seven min- 
utes. 

Mr. Harrison believes the “spon- 
sored” advertising film is dead, but 
three other types of movie advertis- 
ing still exist, he said. 


Three Other Kinds 


“The second type is called ‘tie- 
up,’” he explained. “A close-up of 
the article is inserted in the scenes 
of pictures sold to the exhibitors for 
entertainment. When the picture is 
released, the exhibitor is advised to 
seek the co-operation of the branches 
of the firm that owns the article ad- 
vertised. 

“The RKO picture ‘Cimmarron’ is 
one instance of this sort of adver- 
tising. ‘Texaco’ was advertised in 
one of the scenes of this picture and 
the branches of the Texas Oil Com- 
pany, which owns this brand of oil, 
were ordered to cooperate with the 
theatre owners to attract people to 
the picture. 

“The third type is what we may 
call ‘atmospheric’ advertising. Ac- 
cording to Nicholas M. Schenck, this 
sort of advertising is employed to 


OFFICES OF WELL KNOWN ADVERTISING MEN—XI 
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Here is the way they do it in the West, as exemplified by the expensive, though some- 
what austere, office of Louis Honig, San Francisco, president of Erwin, Wasey & Co. of 
the Pacific Coast. 


make the scenes more realistic. For |] 


instance, in one of the Metro short 
subjects, it was necessary to give a 
dog a bath. 

“In order to make the spectators 
understand that it was a real bath, 
they showed a closeup of ‘Lux.’ The 
fourth type is the fashion film ad- 
vertising: A reel of film showing 
fashions is produced by a local store 
and shown at a local theatre on an 
arrangement by which the store ad- 
vertises the theatre and the theatre 
the store. 

“It is presumed that the store 


Subscribe for Your Own Copy 


| Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


ADVERTISING AGE, 
537 S. Dearbom St., 
Chicago 


SS a nas as 


will keep you posted on the 
significant developments in all 
branches of advertising... . 


$1 a Year... 52 Issues 


USE THE COUPON 


You may enter my subscription for one year. | 
enclose $1 (check, currency, or money order). 


Company ...... 
Street No....... 
Ree 
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‘|/RKO and Paramount-Publix thea- 


Feminine Golfers 


Court Competition 
Chicago, Oct. 15—The Wom- 
en’s Advertising Club of Chi- 
cago thinks the golfers in its 
membership are:just as good 
as any that can be mustered 
by the Western Advertising 
Golfers’ Association. 
Furthermore, the current 
issue of the club paper sug- 
gests a tournament to decide 
the issue. 


pays the theatre some money in ad- 
dition. But I have no proof of this. 


tres resort to this practice.” 


Boston Club Adds 21 


in Membership Drive 

The Advertising Club of Boston is 
conducting a determined member- 
ship drive, 21 new members being 
the result thus far. The newcomers 


are: 

B. Alfred Aubrey, direct mail 
counselor; Albert Beck, Houghton & 
Dutton Co.; Ralph L. Boudrea, El- 
son Co.; M. M. Boyd, Station WBZ; 
Raymond Carter, Boit, Dalton & 
Church; Charles E. Coyne, R. H. 
White Co.; Alan W. Furber, Chand- 
ler School; John E. Fontaine, United 
Drug Co.; Edgar Gengenbach, Shep- 
ard Stores; 

O. R. Graham, Cosmopolitan; Ken- 
neth B. Hurd, Hearst Business Mag- 
azines; E. F. Kelly, Campon Co.; 
Wm. J. Langworthy, Advertising 
News; S. C. Jacobs, Boston Daily 
Record; Mary V. Long, International 
Magazine Co.; Joseph H. Manley, 
Western Newspaper Union; M. J. 
Murphy, Eastern Advertising Co.; 
Frank J. Reynolds, Frank J. Rey- 
nolds & Staff; B. G. Wands, Berkeley 
— Rose McArdle, Joyce Letter 

op. 


Century Old Paper 


Changes Ownership 
The Jerseyman, 106-year old daily 
of Morristown, N. J., has been pur- 
chased by John E. Clarey, for 20 
years publisher of the Madison 
(N. J.) Eagle. 
The paper leaped into prominence 
last spring when E. S. Little changed 


would no longer support the 18th 
amendment. Mr. Clarey will pub- 
lish The Jerseyman as a weekly. 


Mogensen Moves 
M. C. Mogesen & Co. have moved 
their San Francisco offices to the 
new Mills Tower. 


Johnston Gets Daily 
Henry P. Johnston bought the 
Huntsville (Ala.) Daily Times for 
$44,350 at a receiver’s sale. 


its century-old policy, announcing it} L 


Club Picks Student 


Likely to Succeed 
The Portland (Oreg.) Advertising 
Club has chosen Harry Schenk as 
the most outstanding student major- 
ing in advertising at the University 
of Oregon, Eugene. 
Schenk is president of the Eugene 
chapter of Alpha Delta Sigma and 
editor of the student daily. 


Black Elected by 


Circulation Managers 
J. M. Black, circulation manager 
of the New Orleans Times-Picayune, 
was elected president of the South- 
ern Circulation Managers Associa- 
tion at its Atlanta convention. 
The 1932 meeting will go to Jack- 
son, Miss. 


Parchment Account 


to McCann-Erickson 


The Paterson Paper Co., Passaic, 
N. J., manufacturer of parchment 
paper for food products, has ap- 
pointed McCann-Erickson Inc., New 
York, to direct its advertising. 


Sound Film Firm 


to Serve Agencies 
Departments to serve agencies and 
national advertisers have been estab- 
lished by the Auto Cinema Sales 
Co., recently formed in New York to 
distribute sound-on-film advertising 
projectors. 


Returns to Allen-Klapp 

Frank Elvidge, Jr., has left the 
Alladin Oil Co., Philadelphia, and 
joined the New York office of the 
Allen-Klapp Co., newspaper repre- 
sentatives. He was formerly with 
the same company in Chicago. 


Release Farm Copy 

Merck & Co., Rahway, N. J., have 
released a campaign in poultry and 
agricultural papers for Iodine Sus- 
pensoid and Iodine Vermicide. The 
Cleveland office of the Campbell- 
Sanford Advertising Co. handles the 
account. 


Follows “Airway Age” 

Ralph F. Duysters, business man- 
ager of Airway Age, has become ad- 
vertising manager of Aviation En- 
gineering and Airports, Flushing, 
I., following its sale to Harry 
Schwarzschild, who will merge the 
papers. 


N. J. Seeks Chain Tax 
A tax of $1,000 on each chain 
store will be proposed in a bill to be 
introduced at a special session of 
the New Jersey Legislature. 


Start Union Paper 
William L. Sullivan will be adver- 
tising manager of a new union paper 
to be published at Harrisburg, Ill. 


FREIGHT STUDY 
FINDS INDUSTRY 
WITHOUT POLICY 


New York, Oct. 15.—There is little 
uniformity in freight policies of 
members of the Motor and Equip- 
ment Association, a survey by that 
organization indicates. Four ques- 
tions asked, with a summary of the 
answers, were as follows: 

1. In shipping merchandise to the 
jobber who pays the freight—jobber 
or manufacturer? 

43 replies indicate that the jobber 
pays; 51 state that the manufacturer 
pays; 30 state that the manufac- 
turer pays when shipment weighs 
over a stated minimum or when 
value of shipment exceeds a stated 
minimum; 3 companies pay freight 
on some items and make jobber pay 
on other items; 1 reports that 
freight charges are equalized by a 
zoning system. 

2. If the manufacturer pays the 
freight, is it prepaid or is the freight 
allowed ? 

28 manufacturers prepay freight 
charges; 59 manufacturers allow 
freight charges to be deducted, or 
deduct such charges before sending 
invoice. 

3. How are the Western Coast 
and Rocky Mountain sections han- 
dled as to freight charges? 

14 state that the jobber pays 
freight; 10 manufacturers prepay; 
38 manufacturers allow freight; 23 
pay freight when shipments exceed 
minimum weight allowance or mini- 
mum value allowance; 2 allow half 
the freight; 2 have special Western 
prices; 14 have West Coast ware- 
houses; 1 equalizes freight charges 
through zoning system; 2 pay 
freight on some items—make jobbers 
pay on others. 

4. If jobber pays the freight 
charges (in Rocky Mountain section 
for example) is there a compensat- 
ing difference in his discount? 

46 reported no difference in dis- 
count; 2 reported compensating 
discount. 


Wins $5,000 Offered 
by “Pictorial Review” 


Jane Addams, of Hull House, Chi- 
cago, won the $5,000 award of Pic- 
torial Review, New York, as the 
woman who has contributed most to 
national life. 

Appropriate ceremony marked the 
presentation in New York Oct. 14. 


New N. B. C. Officer 


Frank Mason has been appointed 
a vice-president of the National 
Broadcasting Co. He was formerly 
president and general manager of 
the International News Service. 


Frederick Wiss Dead 


Frederick C. J. Wiss, president 
and treasurer of J. Wiss & Sons Co., 
cutlery manufacturers of Newark, 
N. J., died in his 73rd year in East 
Orange, N. J., after a year’s illness. 


Kidner Leaves Ayer 


Charles E. Kidner has resigned as 
associate account executive on the 
New York staff of N. W. Ayer & 
Son, and joined the Shuron Optical 
Co., Geneva, N. Y., as special repre- 
sentative. 


Buys Feeder Agency 


Frank E. Hollis, Indiana news- 
paper man, has bought the Arthur J. 
Feeder Advertising Agency, Dan- 
ville, Ill., and will operate it as the 
Lincoln Advertising Agency. 


Hearst Expands Radio 


Expansion of the Hearst radio in- 
terests was presaged by purchase of 
WGBS, New York, by the American 
Radio News Corp., a Hearst organ- 
ization. Call letters will be changed 
to WINS. 


Portland Club Moves 


The Portland (Oreg.) Advertising 
Club has taken new quarters at 703 
Pittock Block. 
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ADVERTISING AGE 


Mitchell Studios in the home, the whole family is yours. What 
& ‘ 
a market, this boy market — what truly extraor- 
Count Felix Von Luckner market, this boy market — what truly 
re ee an dinary media, boys’ magazines. No adver- 
Our most chivalrous enemy of the last decade is today _ personality holds his audience spellbound. Count Von 

an ambassador of peace and friendship. His amazing — Luckner will lecture on: October 23rd in Newtonville, tiser who has not himself seen with 
adventures are thrillingly described by Lowell Thomas Mass.; November 3rd, Utica, N. Y.; November 9th, his own eyes, would believe the results 

in “The Sea Devil” and “Sea Devil's Fo'castle”. From Woodmere, N. Y.; November 10th, Weymouth, Mass.; ‘ 
the lecture platform this most dynamic and fascinating | November 11th, Providence, R. I., etc. obtainable thr ough boy $s magazines. 


SEA DEVIL 


EXTRAORDINARY 


MOST remarkable man, Count Von Luckner. His life is unparal- 
lelled in history for its heights of adventure, its hearty humor, its 
heroism. He it was who ran an old sailing ship repeatedly through ihe 
Allied blockade, who sank 500,000 tons of shipping — and 
never took a life. Yet an even more astounding boyhood, his! 


A Boy Did This 


To meet Buffalo Bill, at thirteen — that was the dream, the 
burning ambition of Von Luckner. He must make his 
way to America, must meet Buffalo Bill. He ran away 
from home, made his way to Hamburg. He shipped as 
cabin boy aboard a slow Russian freighter, which un- 
fortunately sailed not for New York but Australia — 
eighty days of drudgery. In the Antipodes he 
worked as circus teamster, bill poster, boxer, 
enduring every hardship. Finally he found a 

boat heading for San Francisco and shipped 

again. America at last — now to meet 
Buffalo Bill! But the hero lived in Denver. 
Undaunted, penniless, but with an unmatchable 
tenacity of purpose, young Von Luckner walked 

the rails from Frisco to Denver —1200 miles. 

Think of it! A boy thirteen, worked his way 

alone 30,000 miles. surmounted incredible 


ostacles, his objective always driving him for- 
ward — to meet Buffalo Bill. 


Boys Are Like That 


With a boy’s mind set on something he 
wants, there is no stopping him short of the goal. 
What a market, the boy market! Youth, deter- 
mined, eager, gets what it wants. Sell the boy 


BOSTON 
E. A. Piller 


130 Newbury St. 


All boys’ magazines are strong media. Of these extraordinary media The OPEN 
ROAD for BOYS claims to be overwhelmingly the best, outstandingly the most powerful 
advertising medium — and it backs this claim with a positive guarantee, rebate backed. 
Only a magazine of unquestioned pulling power, with complete confidence in its worth, 
could guarantee results like this. No more guess work. The OPEN ROAD for BOYS 
Magazine is first because it guarantees to be first. Write for details. 


QPEN EN-BOYS 


CHICAGO AD | tepnataneaeiaina imal ROCHESTER LOS ANGELES 
Dwight H. Early 122 East 42nd Street, New York City Paul F. Herrick Hallett E. Cole 
100 N. LaSalle St. 823 Powers Bldg. 846 So. Broadway 


a z aes me i *, eS ae, a _- y * ha s = A , 5 v - e; i ‘ < 3 iets 
acd > ea ae 
PC : 
} OO __________ 
mi, as. - 
we 
: ae it i te ig Ze fae 
, Pen ee ts i re NE Nie SORE t Fa ee NE ce oe 
ie i 4 Pr cb ee ee 4 ; ae ae py ee ; 
| ee Ne Ee oes Sealy yee Soe A “Sapa RS of 
ita. Noe ccc ee Rak 
Be Non ee Re a ee if 
, ere oe : ee at 
Bee a ee Wee he. gue Bad is 
See eG yl: a ry ‘ Mere ahs See 
ae ss ial oe Sa . | Boast = Pri 
S ee = mes & Yaw rien ae eae ed 
ao é ee alee 4 — ‘he Dre ber te m 
Toes ell on oe - AAS ek bee pone " 
Bho eae ee Se 2 *€ a roe a ae ‘ ! 
A gil ok aa ; 7 Silene SeeAP ny): Fe an? : 
ee ik Mo gs Ne ee #, 2 ae q eae oe 
= a lalla elena CM in, Soe re nes! glee ern 2 ye al i. ee nae 
. Pe : ‘eee, en aoe Res? . coe i * el Te - ae <a 
| ore” Same sot) eo ae 
Ne oe ee pee oe reek = ea pay ig ag - Pig 
a ae ee or = ee Ber ag ae eens 
SS es ee ee ee aa ee eee ok: eae ea Sees 8 
, Se ae aR ees See tyre ey * ob ee aa oe 
ae aa a ee ee meee ope Mee ieee ae 
: Se ea a S63), ae eine 24: i) rah gee 
eas ee oi tee. a aes Spe doses ey eet eee a pe aan 
Jeyoham hen ee ee a | I eget , .* = Kay 
“diel eae ee Ce. cues * eee Ce ae eo ¥ : 'y > : ¥ 
f a c i ait 5 es 7 : 
eee 2 ee ee Saees Pca: ee 4 ? oe 
a fs eee nr, To igs te oh Caren erg ae ell by 3 om 
' Meecy Boas a ‘ hee pati 0 oe 4 Se 7 & , i i oe 
= Sit See oN oe M2 ro: 4 aa ang pated: ee 
R = a aie Sega ag es ae Oe Aye 
fee ape ete ‘ ~ eee: a ee say he ? 3 ee nn = 
ars Ste ¥ 4 ees <a % fot aE 
, Pi eae 2 = * ae Pe 4 Fa aye vine toe 
eae eae < -* e  - or CASARaiee 
“ad Peder : a dl ‘ 7 # RP 
, its : ; { B ae eae 
eat an is ee sp is a en el 
fag — ll ees 34 
" a a ad ae * oF: > a c a 1 
7 Y —~ “Hays en 
es ja. ; ' _ ay 
Ss 4 o (ie ae i, oe 
ge in ‘ty A * 4 ; 
ee > J fe : 4 
5 ae Fhe tt, a #4 ," a ae " 
Ae Ps ya ae y A Ye Fate st % i 
le ts ‘ 4 oe 5 
a Pe cl Fre 
: — ~ pee 
ates aa * : pose Tere. “ok! a - 
aie 5 Ps ube " 7 , beet oh Rica: SL oes a Le, a 
ke: tin het = ome ca ajar «il a itn ee pe 4 fey ; ; “at ae ie ae 
4 Beek en is ac FE ie one Sa Oe ea eraes 
P cuit, eter m ee 4 .). _— niet ae ea Sas 
: a Loe r sone rae 
ga | ors * he is. ‘ de be 
- allt il 4 la ea a ‘ = 
, ae ov is , a irks a es Wiad a 3 
ae aoe 5 aoe a a5 Pe ae 
ede Mae een ee 2 Gio Se Pe Aaa te ey cee be ts rote taal 
, Sis WR ; Rs wt ait it ee eT gd te ‘ = aes a Nh ages 
oy one ete ee cer Rr ai 25 2 eee 2 eae iaae. Poe 
oct Pog on : BF eke 6 a eae Gee iy 5 
ay, a, rome © bs ey fa , oad Le a = : ¥ sca a i il na ed io eel Sa cael sal 
; Be ee [ah ia penne ° ge. So sgh ae eee a 
Esper ot ; oe, ad cae Re oe. 8) : 
is , eile : sau ; v3 Ber 3 a meet as, : 
Poe sk ye : ; Tr cay <0 vane Paar: 
+ arte raat a Se: poe A ieee ak Sie a nl 
eC One se Bed ead eg gl gt 8 a cn. wes ae tote 
: ri peri : tine DT etm Aetna aes OME <1 oR” tebe oe Bt tet 
eis Reet), eae ox TE oe ee reece Naser iy eee 
a Za, , Se doe Ni aE Ue oa re eM its Sr ae oes aaa a7 Fe es 
c ens Peon ae Fg, 2 cea Maes ee ee eg oo aa Rican rs ; Bea’, ee 
i be? Se Sear ‘a POSE Gc | aa eee eee Cae ee re “ ee ee ee Sere ie ie 
. x Efile Pe oe an? <r ae Bh hee i anne pee ete ai A Sg Neen ae i, ce 
Veo fae een A a ae get a ee es Sr. Ve Cen: ee 
| 3 ; en a ite eet Pe: : Rice.) Si Oty) eee ee ay ae a te hak 
pie 0 Soe Re oe TS ak eee Bey toe. nee ree NEES ect aoe, Seater eo: ee mE ia ‘ ae oar 
Si aiaaan xi Poe nee 5 aa 2 75110 Oy . a ae. 
Beans cc, ee = Sane a a Stele ee eg ae gg ie ee hai icEied ans 96 ¢ 
te a ae a : sap as ay eee eae is 2 i ete Sue eee cee OE oC eS oe 
cod ys Ril: 2 aml cmd “ PEN sa ht 21cm, ee er Ra a a + Pine oon ar 
ree oe ie ay ie ee eo cal | ara eita Prva ok fodlerigeess! yi 
P»: ee ae 1 ee ee or 7 rte eect oie oe ie a. ae 7 Se ay Ce AED oe Pt he RU aes o as 7 
A Re Chee on IO ed ee er Te a as 
eee Lyle eec aN ase eas i aie ame Oe ene ee cree pi as 
: eVeck oe ee Rea rece poner: ie aT COR era Maan hes eT ey 3 
: . i ap ett eee et: peal a : 5 eee ; on ae 
ee + iia iat Ts : F i ees ee Sea ae ee ta Ss reeled Fk =i " ene 40 yy fs ht 2 
: . laa tes teat : ‘ Da rct Me SC pes telemee Be a a Sy eee Nae at om Ks 
5 eee a foe x eae Mees Bea See care moc : {ee oe See jee 
ee ee Lees PE ee cman se eee es ee aeteeen eter SON re eit ence hei slip a eee. ines beet (ae See 
J 
J sn i ae ie ‘ " s : = 
é ae nee = ee ie en a ererteay i hee oy : é - 
PEN Ae RAD 2 teary are er rae pte ot " i 5 ae vied ee 
ae haat a pve 4, ice ae a ah ee a le a sd ge Spi ae er 5 . 
d = 
4 ‘ 
q 
a 
3 
2 
EEE eee SSS ae 
aaa ee e____—_eweweaeaeaeaeeee 
ee | 
. 
> 
3 
. 
: Ne 
» 
i rid i Ree aes Ho ae, a ‘+ Ness ae, . SA MO Gea wih 7 
F : ae Rg Pre eet ig REECE Rant : ES a eee ei ee kh meee. mee Be tae. COS ee aR ; = he 
ce , aes ay SM ES ao ect ae eas a Sage eee Geena Soe eg yr ee ey RT aoe oe ee Se lie 5 ae “2 eh sg ges a. 
Be OS ge cin). A SARIN arm Rene AAEM: 0 eerie oe tay Me is ee ea ee ys io en are ary) Cobian na a BE Lae mM SNE t ie: eee: OR Mt | Se onl ee ae OS) He DER, ke tbe te 
gh CARE ty Gu eee 2)” Se eee ey 0 = See ee ae ee OS ce) eae er Coogan ans Nyce O'S am 2. RS Se ee ee ae RE Oe me Tem 
dl ale a aN ag Tk SP os She 5 Ae or ae a 2 ge Re ae epee ey ORT ce pees ns o Heer iu, salen eel = hu cer tae Be pki Aig pc yi Nl haan ea  eetepaat sab arg A Ee aN ieee . AD eo eee cae ai tgg Seach aes ev on a 
omg lds Noe Manat ee ar 5 ints Soi tara Ue Vee AS OER es fost Teas SohrnMea ed a ed. 0 de ne a ee ee : MEIN oo Ae aie See ey Nir eh ail ; Ae By is Said inh Ty Se a Pag ea cas Sree srke o eeeeea.. 
; PA See oem folprad eumace ip aes Se se ele Peres Peet sees Ee ne oh Se ee ee eae oS a inl Sk sent Eee we faa aes f Se ee ee oe on eee ore = Si as if ue Po te ae pe, eae oe 
Bp Ge Ne tne e eet en eae a TICENE  2 GF ieee eae Sag eS MN igo iii a a eee, <a ey eta aly Cr ae ae = aS eee 8 ee a a A es Petes Te} See Ns ne fee tp My eg) aS 4, nnn othe Te fA ire 0 
a h Pests goat tate ide Gare aa ei te as eee wn el pi ean Bigeye yeas ee? Oi nn fe ar ears piven) etc agtahe Oe: 7 ES Re Re ee aig eee wy PE RN Nc we i Bee Be Bg RT i ali 
Apt e ans: areas ting ee at ge se 7 Be ote aia a I ee ae a Ss = Ren aaa ce ake Ee, 7, Shee 


spaunzoxgy 


October 17, 1931 


ADVERTISING AGE 


e2}0y2 3834 SI AWLL Ulesy “esseuuo;jsenb sures 343 
JUAM JESSE, PU YITUIS Jo SalENpEIs JUaIeI ZZ¢‘T OL 


SIIDN PD. 
“2BUBYIKY YIOIG YIOX MON 9Y} UO poist] Speospyes [je jo 


fo $10}90JIP pUv SIBIYJO 0} USM aITVUUOTSeNb puodses 94], 


{0 


“SOT[JUIV] , JOUIOJSND 3S9q,, 9Say} Jo 
SJoqUuIaUl Jj/Npe JayI0 Aq diyssepeas UT OSTe ISIY SI FWLL 


8 . *  @UuIZzesey [BUOPEN psy, 

6 reaeee eee suIzZeseyy [VUOTJENY puoseg 

cl - NS eg 3 ae: AWLL 
294098 dy “aduTd IsIY UI SI AWLL Ulesy 
*Po30a 
SOI[IUIL] Of “QUIZEBSeUI 9dIOYS 3S1Y IJJ9Y} SI IVY ‘SpIOM 
4J9Y}0 U] *1J9AO09 0} J9AOD ‘A[]NJoIVD Jsour ‘Ap Ie[NFas Jsour 
peas Aay) ‘Ayq uOU Jo Ayyoem ‘UOT BoTTGnd eyes Zuryse 
ule$e ‘Aouase oy} WoI siteUUOTjsenb JoyJOUF JUaM 
A[TUIe] YDve JO pvay 9Y} OF *SJOWIO}SNd 3Ssaq I9Y} JO S}ST] 
POUTBIGO ‘UMO} 9Y} UI $310}S BpLvsZ-IsSay SY 9Y} JO 9ATaM} 
POUISIA ‘YIOX MON ‘SUIBIg 93IGAA Ul SdI0}S [1BI9I [BIO] 
qua Jeyrurey ‘Auvedusod 31peid & IO} 10}BZIISeAUT UY 


JUIZESE 


*peuIquIOd soulzeSeul Yy}INO} puL ‘psrYy) ‘puodses ay) 
pvel UL? AWILL Pees SOAIM SJOyUL 94) JO vJOW puy 


9¢ Tecra eo eo ee  QUIZeSe jeuoneN pay 

SL ee ae ae a eo oe ee et ce auIzeseyy [euonEN puosag 

SI1]IULD J A19Y] uv OO wo9s 
[31098 dU L 


‘UO BININD YONU sv sautt} Y4BIe 0} 9014} Sulavy owos 
‘SOUIZESCUL [] J9AO 9DI0YD }S.1Y 94} AVME PUL IVJ SI AWLL 


..¢@ QUIZe Seu 

ad10Y9 SIG INOA SI IVY A,, ‘SPIOM 1J9YIO UT ,,¢19A09 0} 
J9A09 ‘A][NJaIvd ysou ‘AjIvjNZel Jsou peal nod op ‘AT 
-Yy}uOU Jo ATyoom ‘UOT BdT[Gnd Ivey M,, SUTyse ‘sloyuLg 
{0 ‘S$ ‘Q eNeUVSeIdsI FHE'T 02 JUAM J9}}0, ISIQ BYU] 
“WI9Y} JO} 38919} UT 3S9}¥0I3 9Y} Spjoy suIZeSeW IeYyM 

JBAOISIP 0} a[doed [eNUanyUT pu pa}¥oNps jo sdnols 
SNOLIVA 0} SaiTvUUOT}senb jo salias Bw SUIpPUaS pojIE}S 
Ajuase SUISIIOAPY YIOX MON BPI] & ‘TET ‘[IIdy uy 


-, SIAOJG jsagq {0 
SLIULOJSN') ISAT, 


4 FF. . FP ty 
é A % 

if 

or 


IN S010y 


SIQL/Y{ 4104} 
pup 
S49qUuD_ 'S' ‘[) 
{0 


iS a 0 —————eooocowOO—3—_— ONL 
ea ee . 
re a 
ee - 
o 
a 3 
- 
- 
~ 
‘is o 
Waly his > 
oe z <£ 
i aaa ¢ 
peters | = 
adie i . 1 
* | 5 
. '- 3 
. | - = 
% vy 
hn 
ron fo £ 
eae fy nc 
ay Me Tes | Ged 
rien is 2 
Z ee nC 
potas ) c 
eo, uae 6 
i ae } > & 
Ziaia ie | = ~ 
sis, te = 
ei 2) = 
‘ Rie - 
sue as f= 
oo is 
Ba vs 
ahi ie m ‘ee 3 
ae x ; 5 
peu = ic 2 
fee 3 i- + 
ke: = i = 
es : bos 
an a sf 
: SN ee 
S bes ~ —— 
tes ‘e Rh isc 
// ~ SS bat i a = . 
* // SSL SS we . oe ong . 
; SS Siew p Meh Tee ~ ~ 
y S oo igs ES ta 
y/ Rae: 
f : Sa. “Fig is Fs ae 
Yj ° aa it + ht, ae 
| ij Upp Su = Sy 
ne = / // i - pe. : hag ie Mec, = 
ee, ee i > TENE rele Gee 
ee /; } a tag 
ii i & Y - : mae os . 
i we iS mh 
oe: /, ° li 2) ‘ 5 
, hen / j , 
re Y < ee "HS S 
: Y, = ij . nN es d _— s 
4 SS /, ™_ oa SV i ™ 
/ ¥ i i ~ - y ~ 
a RS / 5 Rk Ty P : 
, / : } 2 
a my OC; + © \ ff 
ae, eae tf / y as 
i / Kf a : * ; ji ; : 
a ens : ij Y on 4 a ; ¢ fi j : 
=e ; / ae 4 ee Las : jf, j 
a SS jj i an Bs ) j Y 
SSS SS * ian ey Hi = 2 Yj 
rs es Zi ~~ SS aS > a . “J ee . x ji ) oi fj Y, 
ee on isa : Ww > . ee be $23 / UY 
ee ) " Oia (eee ee ye. Vif ° 
3, < ny ~ ~— soba! r ; Se Vi ay f } /f Uy, . 
ee ‘ek Se aC >. eae Poe ad uh eee dee Viy : 
iron F- > <~“Em . y i | 
ai eee = sen cs ae ae = ~= . fp y/ y ;: 
“ ’ ae i oe & Ss if y / ; 
nee ae, ee / Y Y) 
id ae a oo i. eam ® aS / y f 
ache le i we 4 os a : Bea , SH) ee j , 
B ae ~ : ; a c aay . 2 : 6 y/ F hi 
ie Dy ioe Pt “ECAR ae : tS y 
Se ee CS yee , > Vj 
pirat ahi ges 2 ae Rags ey a (bats y 
ng ane Soa > ~ — y 
<A. oa as Ei ~~ y 
Bote, a . ; ; 
Pee a ay. Pe ee, ~~ ~ 7 4 
io "7 ray be 3 ° 
ig. A aes 
ag FRB 0s re 
= ORR ee h 
5 
eS ' 
ee ; 
in 
ne 7 5 . 
a ate Se: ae pees ote - aN Mi ae ES aer a. ae aay Ho ¥ cae Soe eek oie are yt ah he a y AE sea een ets Ares Ree ta 2 ie bedi Mia fee teas) a ye fy CA # i 4 5 at aed 
he ea Mn Meera Te A eae ee on ee en ewe ary Try oe va ae Pith pram ape a at Sart soe ee te eda oes he See ees oe F* a Be ae ae ta Ra ce ant pre aot me Miah 2a eee 
. are. eis St eee en Py eae ay My 408 “eee Op Ee Rie ee ee ee ee OM ee hegre cee : . sitiare 3h oer tos < CUP ape ap nia Tee" seu rt EE AS Me Ce ey Oy ik ae 
- aS SET Ea or ge ae, Bee Sear ae aren <a eae re ee eaten orth pipe iead i FS baci Saat rem rena a oaalk ee ie ic eae pees cen ig Fa a ee ESO ia a ees te ota ee 
4 nt ee Ha er heen Saute a mie) fn mM ee 5 get ares ee i. ea! oe eee ee = obec Bee Tee re MER Bra sai ira ieae amma heli pean ead, i sh he ee eS. So Mie I oie aaa aes 


ADVERTISING AGE 


Avpo], Spuvjssmony |e 


asl 


3B [eG UC 


IUIZDSDUSMAN] (]49aA4 AY J 


dWIL 


"ZLG[ JOF pOoULIENS UOTJE[NII pred JoU VSVIOAB YCOOY‘OOF GI ‘ABPO} OOO'OLE UL} sJOW 
0} 6Z6I1 UI 000'OST Woy UMOIS A]IpBo}s SBY UOTBNIIND SAWLL AGM s3ey}) puy “AWIL 
JOAOISIP 0} SIOGYSIOU pUB SPUSTIJ I9Y} [[9} Aoy} AYA ‘oUIZeSeU VdIOYO jsIY JOY} ‘ouIZ 
-BSBUI [BIJUOSSO JT9Q}) AWLL 930A Aoyq} AYA ‘IDAOD O} JOAOD ‘AIJVINZII AL Pees vjdood 
yons AYA ST IVY], *APUSST[I3UT ojI]T oye} OYA o[doOod pojJeoNpds JOJ U9}}TIM A]JUOSITJOIUT 
SI AWNLL “A[estouos ‘Aja}o[d wd ‘ApIVaTD ‘YooM AIOAD PpIOM 9} [][B JO SMOU 9} [][B S}UOS 
-91d }] ‘OUIZBSVUISMOU ATUO pu dU0 94} SI WILL ** paurwjgxa dpisva st Cyiavjngog s TT, 


ast 


ABpOT SpuvIsSMONT [[® 
ye aJeg UO 


RRs + 45+ + ee enema oulzesey] [BUOHEN py 
aia ta Rea i auIzeseyy [JeuoneEN puosss 


291098 9, 
*SP¥2] TWILL $930A 991049 IsIg Ul UIeSy ‘soulzeseul 
A[YOeM SUOUIB SadUaIJOJoId Jay} Furyse ‘PursijJoape 
Bupoeld ul [eUENPUT saatndexe 900‘ 03 3301M YOTIGM 
‘y1OX MON UI YOIvasey Safeg Jo nveIng 94} WIOI IvaA 
sq} sured Aysejndod s.qWIL jo uoNvuUIgUOD s10;, 


Sa1nuaspy Pup ssa 
“SULIQPP JOUOYVDAT 
{0 Saaynrax] 


{0 


“SOI[TUIB] JoISIZIyY [VIIOG asey} Jo sJaqueU 
ynpe Joyo Zuowwe diysiopvels ul 3sIg Osye SI AWLL 


8 ry Tee E eC Cre ce ouIzZese [euone N PIG L 
¢z1 ee eee ere Pee a eee ar sUIZESLY jeuone N puossg 


291098 dU], *8dJOYD IsIY 9y} UTES ST 
AWLL ‘Suré[des usu ¢{9‘] 243 BuoUTy *J93SIFay [eIIOS 
JOWIUING 94} UI po}st] AIJUNOD 9Y} JBAO [ve UdUT 969‘C 
0} JUeM siIeUUOTsenb s.Aduase 92 ‘[¢E6] ‘ISNFny Uy] 


SIUUUD LY A194] PUD 
SIPIAIJSISI 
12190§ 


{0 


€r —wRreTearer? .atTr et st ouIzeseyy [euon BN parg.L 
9 L Terre. | 27s ouIzeseyy jeuonEN Ppuossg 
6 L WREERTCATT CEC UT LC Lee eee eae ete eee q WI a 


[31098 BY], *8d1I0Y4D 
3siy UlEse AWLL Pemoys ..29q 3} pjnom suo Jey 
‘QUIZUSVUI 9UO JNq PLal pjnod NOA Jjy,, UOTJsenb 9y} Ing 
“AWLL JO pvoye d10M UOTBI[NIITD SNOpusWwel) JO sauTz 
-B3eUl OM) ‘SUOTJUAUI JO JoquINU [¥}0} UT ,.¢° * * ddIOYyD 
qiinoj Inod ** * * adI0Y4D psyy? INOA ** * * BdIOYD puoses 
InOX,, ,.29q 71 pjnom suo Jey ‘auIZeSeUI sUO JNq peat 
pinoo nod Jj],, Buryse ‘sioSuassed juaI01 QNO'T 9301 
SOUIITY peIUy ‘T¢e6] ‘euNL UT ‘ddINOS }UapUsdepuUT UL 
wiojj ated Ayiepndod s,qW].LJO VON voIpul JoyIOUE [JS 


SLISUISSD J 
oe i 


{0 


*“SOATM ,SOAT}NIEXa Bsey} Aq polJojold SI FWLL Puy 


0s TS Ce oe ee ee a a dUIZESe jeuoneNn puyL 

ZL nae Oh O04 aC 2.8 SS Ree sUIZeSe jeuoneN puosesg 

QOL cee eee AWLL 
291098 9U], 


“UO]ZBINIIID J9Ad} VY JO SOUIZESLULI |v SUTIOIS} NO UIEsY 
‘aoujd 3siy Ul A[SUTWITAY MIAO SVM FAW LL UlESy ,,210A09 
0} JaA09 ‘A][NJoIvd sour ‘AjIv[NZe1 Jsour peal nod op 
‘A[yQUOU Jo AT yaeM ‘UOTIBOITGNd Jey AM,, : peel UOTIsenb 
ey) ulegy ‘soljddns pu ‘sazsossadov ‘sayiIqowiojne jo 
SJIINJIVJNUBUI JO $10}IIIIP puv SJIIyJO 03 sem ADUDSL 
SulsJeape 9y3 Aq paJonpuOd syjeuUO;senb psy) ey 


Saal 11aYy) pup 
SIQUNIING 
dQnuyouojnpy 


{0 


October 17, 1931 


*Ajrurey 94} JO SIequieur 


San] L194) PUD 
SaJDNPVAD, 


@2;0Yy 3814 SI AWILL Ulesy ‘esyeuu0;3senb sures 342 
JUAM JESSEA PU YITUIG Jo SaIENpEIS JUaIeI ZZE‘T OL 


fo 


*“SOAIM JIOY} SuUOUE JSIY OSTY SEM FALL PUY 


SAQA 419Y] PUD 


.% 2 Tho fee ea se we ee ee ee oulzesey [euoneN P4Iy,L 

7) TERESSEEEEEREEEREREE on! - SI2 2LJNIIXS 7 
-aBUBYSX| 4Y0IG YIOX MON 2} UO pest] Spores 11e jo » = 
$10}99IIP pu SIBIYJZO 0} UBM BITBUUOT}SeNb puodes 3y, | fo 


1 PE ee a. 
“ — $$ a ~ 
. 
5 
3 
o ae ’ > 
fon | be] _— 
i} wn 
= F 
) = 
fi 
| = : 
| o = 
> i 
\ = 75, 
r. & ae 
' = 2 
' ; 5 
,: @ . 
- d 
i) 3 . 
i 5; ; 
: Pw " i Esk 
iz . 2 
Hc sf 
‘Se 
Gq a 
aoc ee 
a . ia 
a) at me 
I 5 sie eer es 
iz ) re eA oy 
i] = , rea 
4 pe, ce 
= ; ; 
nO 
i= : 
8 ¢ ee ahs 4 
ZZ . arta 
SS eer 
— = “ig ee 
= _ “ae 
i oa SN Na ee 
ae 
ile 
near 
: 7 
S sii 
on pipteate 
Seok 
Sane oF 
i 
eh i i 
Ss eS 
ead 
nen 
Baas 
aa 
sie aX 
se 
> ae 
= tie % 
we 
: aaee oh 
ae 
© 
‘ t 
63 : 
| : 7 : 
Su 
as 
- 
. ‘ : 
ae i eae “SS i “i a a mere te Aes Se ak oe “ Ar) ~ rs "eas eS ay i, ae = & aa ee rns = nee : rE _Myte m ee cE F, aoe - Cee yes i pM © '¢ ae a or 8 f 7 ry, oe ae a 
a ideas Ge ee gE ears ots OS SA aa me ara 9 =~, ea ate ave STO Me Sept oech ccna ea mR ek As Be oh ks ean Re aR 2th ES re RTS SI Ria ie Oi ake ye) Sell ee as ee ke Tepe ok Ri RS ere Sey ay See eee 
i ee iy Renate =! wo” Se A a eS. ie cee. eA lee tt Se ae net Gang | ue a nee peg i ee Ee 
foectsate = ate 4 y Re eae oes eee on ein ee rv um eee AP a Ra erate ly ee sea eb oP: at eM ee Pe ey ay Als a EO Si” ahs Par eee ate tes ed ee ea BE a Se ani 2 Pe cae al a er 
a ies eee AN Dy er Se ame wee. GS 5 gant Soules Ss as eC ds Y pox 7 Z E haa 2 sl 4 : Lo ae SaaS. ae ‘ ni balls : aes # = sad cing Ka sa se cea WES = 
gil ag gar arama gti BPS ee cee eon te Viet as ier terete SSR a RES Sete ie i rs Pe ae ae Pee eee ; i ‘ic Se SAE? cee ee = ; é ‘ 3 plage Mica veoh 
Ly ee ies aa ee (ot ee eee ae a vee tae Bere igs 2 PSR hovel aaa, eee es ee an a agate Seer eh Gon Se Me te ge ys eae Ta Poa OC Rook ne egy 2 Spee he eee ae ne ele a 2 oe ieee ae 
eet Se ts: y inneee Le Rae a BR oe eee ee fare Re RN ens RR Sen Pe eh ee a a ee ea nt ee ee eee re en emeeRe 


ADVERTISING AGE 


October 17, 1931 


“Say oy ey a i 


Poin the 
Pawt ty Rn. 4 ar 


fel Baek 


in ime ae 


Pritzker’s ye Role 


Charles M. Pritzker, who recently 
resigned as advertising manager of 
the Gillette Safety Razor Co., Bos- 
ton, is now a partner in the Conrad 
Razor Blade Co., Long Island City, 
N. Y., which’ will manufacture a 
safety razor blade. 


New Post for Hobbs 


F. Winfield Hobbs has left the 
Percival K. Frowert Co., New York, 
to join W. I. Tracy, Inc., as an ac- 
count executive. 


$822,403 
for Women’s Clothing 
in 3 Stores at California 


Three leading stores serving students at 
the University of California, during 1930, 
did a business of $822,403 in women’s cloth- 
ing alone. One of these did $279,154 in 
men's clothing. These stores wield real in- 
fluence at California. Their co-operation is 
vital to sales success at this great university. 

They can be influenced by student prefer- 
ence for brands advertised in The Daily Cali- 
fornian—plus the merchandising service of 
Collegiate Special Advertising Agency. Let 
us tell you how you can sell the college 
market. 


Ask for The Collegi- 
ate Salesmen — show- 
Ing college papers and 
college coverage. 


=. 


Collegiate Special Ady. Agency, Inc. 


NEW YORK 
18 East 41st Street 


CHICAGO 
612 N. Michigan Ave 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it . . . one color 
and black in Daily or Sunday news sections 
. . four colors in Sunday Rotogravure 
section . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


: LET'S NOT GUESS ‘ 


2 ANY. LONGER — 3 
? LET'S FIND OUT! ? 


Theme finding, copy testing, media ? 
selection, test campaigns, per' ‘ormance 
reports — product and method surveys 
—trading areas — buying power in- 
dices — sales control —correlations — 
forecasts—sales analysis—plus the plans 
that make all these services practical. 


? 
? 
? 
Booklet describing our methods of ? 
? 
? 
? 


handling these and other research 
services sent to advertisers or agencies 
on request. 


WALTER MANN & STAFF 
Graybar Building 


VYVVVVVNVVvV 


New York 


Booklet of Unusual interest to Adver- 
tising Agencies, Letter Shops, Engrav- 
ers, Printers and other producers of 
Direct Mail. Tells how others i increase their business, 
hold old accounts, revive “dead” clients. Helped 


‘land $15,000 account for one It's FREE! 
ADVERTISING & SELLING IDEAS, INC. 


2621 N. Third St. Milwaukee, Wis. 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


HE MEN’ FUSSY _ 
ABOUT DETAILS” 
OF THEIR GARB 


Handkerchief Copy Proves It 
With Columnists 


Chicago, Oct. 15—The point that 
he-men are fussy about handker- 
chiefs to the degree that they are 
likely to prefer Boulevard Pocket- 
wear is brought out in a novel way 
in Marshall Field & Company’s cur- 
rent campaign by inducing popular 
columnists to serve as models. The 
idea resulted from. the injection of 
a woman’s viewpoint into the promo- 
tion of a masculine product. 

The campaign—six pages in Van- 
ity Fair —is the largest magazine 
campaign on handkerchiefs exclu- 
sively. Its approval brought into a 
serious huddle D. J. O’Grady, adver- 
tising manager, and Lyman E. Weld, 
account executive, and Nancy 
Naghten, copywriter, of Mitchell, 
Faust, Dickson & Wieland. 

All agreed that “the final debonair 
touch” was just the theme, but the 
discussion of art work resulted in a 
temporary impasse. The male section 


of the conference favored photo- 


graphs, but Miss Naghten, visualiz- 
ing trade-up copy, stubbornly in- 
sisted the regular run of male 
models would sound a discordant 
note. 


“We must have subjects whose 
opinions and _ personality interest 
large numbers of men,” she said. 

Mr. Weld solved this problem and 
created another one with the sug- 
gestion that newspaper columnists 
be asked to contribute their photo- 
graphs. 


Galaxy of Stars 


The matter of the diplomatic ap- 
proach was left to Miss Naghten. 


Ashton Stevens and Gene Markey 
obeyed the dictates of friendship; 
Paul Whiteman did not hesitate to 
live up to his reputation as a good 
fellow; Vanity Fair helped out with 
Walter Winchell and friends in the 
Marshall Field organization inter- 
ceded with Westbrook Pegler. 

Miss Naghten confessed to some 
trepidation in asking these celebri- 
ties to participate in an advertising 
scheme from which they would not 
benefit financially, and was relieved 
when all proved “just sweet about it.” 

With the request for the favor 
went the implied compliment that 
their sartorial perfection was a sub- 
ject of universal masculine interest. 
At the same time they were asked 
to approve cut lines such as the fol- 
lowing: 

“WESTBROOK PEGLER .. . . whose 
trenchant pen fairly flashes with 
cryptic sports comment ... dis- 
sipates forever the Fable of the 
Carelessly Dressed Newspaper Man 
by selecting correct pocketwear as 
the final debonair touch!” 


“Debonair Touch” 


None of the subjects objected to 
the testimonial twist to the captions, 
and all complimented the copy. This, 
too, struck a new note in handker- 
chief advertising: 

“Crisp days . . . football weather 

. air like wine. You need the fresh 
color of a bordered Boulevard hand- 
kerchief to match the sparkle in 
your eye... and the pin dots in 
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NOT A TESTIMONIAL 


BOULEVARD 


POCKETWEAR 


the dng! shor or touch 


your tie. 
“And after six, the ‘final debonair 


touch’ of an all-white Boulevard 
takes the ear-marks of that ‘head- 
waiter look’ from your formal 
clothes . . . and marks you for the 
bon vivant you are.” 

In the sixth advertisement of the 
Boulevard series, to appear in the 
December issue of Vanity Fair, the 
copy swings into rhyme to address 
women seeking suggestions for big 
boy’s Christmas with “Lines to a 
Lady”: 

“When you do your 
shopping, 

Choose a gift he’ll think is topping 

Buy the best in pocket wear 

Boulevard is debonair. 

Woven in Europe, 
square 

Is made by hand with infinite care 

Color-bordered or sheer all-white 

To wear by day and of course by 
night. 

Boulevard’s your best ‘gift-buy’. 
Just match his shirt or else his tie.” 

The columnists concerned, always 
on the lookout for grist for their 
typewriters, seized on the public 
recognition of their contemporaries’ 
good grooming as material for quips 
and re-quips, all of which have done 
Boulevard Pocketwear no harm. 


Christmas 


each silken 


Lupton Reed & Co. 
Get L’Elan Account 


The L’Elan Co., New York, de- 
signers and manufacturers of mod- 
ern furniture, has appointed the 
New York agency of Lupton Reed & 
Co. to handle its account. The agen- 
cy is preparing a national campaign 
for class magazines and larger 
newspapers at key cities. Guy Reed 
is account executive. 


Jesse Makes Change 


Daniel B. Jesse, Jr., until recently 
with the advertising department of 
Your Home, a Macfadden publica- 
tion that has been discontinued, has 
joined the Mutual Life Insurance Co. 


Before joining Your Home he 
spent 10 years with American Farm- 
ing, being in charge of the New 
York office for eight. 


Duggan Leaves N. S. P. A. 


After five years as merchandising 
service director of the National 
Standard Parts Association, Tom O. 
Duggan has resigned to become 
merchandising director of Thomp- 
son Products, Inc., Cleveland. J. A. 
Cortright has been appointed field 
representative for the N. S. P. A. 


Michaels Resigns 


Harry C. Michaels, for two years 
vice-president and treasurer of the 
United Advertising Agency, New 
York, has resigned. He was for- 
merly a partner in Michaels & 

eat 


ADOPT CREDO ON 
INSURANCE COPY 


Toronto, Canada, Oct. 15—‘“The 
use of advertising in insurance trade 
journals for the purpose of proselyt- 
ing agents” was deprecated by a 
credo unanimously adopted by the 
life group of the Insurance Adver- 
ising Conference as one of the clos- 
ing features of its convention last 
week. 


This point has been a storm center 
for some time. At a meeting of life 
insurance advertisers in New Or- 
‘eans last winter, a debate was held 
on the subject. This debate did not 
settle the issue by any means. 
mails sizzled for some time with 
comment and cross-comment. 

“The current decision,” said a 
widely known advertising man, “un- 
doubtedly expresses the seasoned 
conviction of life advertising men in 
regard to what constitutes good ad- 
vertising practice.” 

This does not mean that insurance 
companies cannot use the insurance 
papers to advantage, it is said, but 
that their copy shall not directly 
solicit agents already employed by 
other companies. 


Says U.S.Merely 
Has Bad Case 
of Cold Feet 


New York, Oct. 15—That the 
stock market is no barometer of busi- 
ness but “a thermometer registering 
the temperature of ‘cold feet,’’’ was 
the opinion expressed by Arthur M. 
Hyde, U. S. Secretary of Agricul- 
ture, at a meeting of the Advertising 
Club of New York Wednesday. 


Mr. Hyde said he believed the de- 
pression would pass if more men 
would put their minds and efforts on 
their own business and think less 
about the stock market. Quoting an 
editorial from Harper’s Weekly of 
1857 describing conditions at that 
time, he said that most of the facts 
and figures coincided with the pres- 
ent situation. 


Regarding the Hoover plan to han- 
dle the financial situation he said 
that it will not work itself, but that 
if it serves to coordinate resources 
“it may be said that the rock which 
rolled back the waves of depression 
was the faith and courage of Her- 
bert Hoover.” 


Charles E. Murphy, president of 
the club, introduced several honor 
guests, while Charles C. Green, 
president of the New York agency 
of that name, thanked the speaker 
on the club’s behalf. H. B. La- 
Quatte, president of Churchill-Hall, 
Inc., and chairman of the Trade 
Group of the New York Club, 
presided. 


Guy C. Smith Wins 
Substantial Promotion 


Guy C. Smith, who has been man- 
ager of advertising and research 
for Libby, McNeil & Libby, Chicago, 
has been appointed sales and adver- 
tising counsel. He will also have 
charge of the company’s Southern 
branches. 


The new advertising manager is 


A. H. Kohne. 


Charters in New Post 


William A. Charters has joined 
Carr & Columbia, New York agen- 
cy, in an executive capacity. For 
the past year he has been with 
W. H. H. Hull & Co., New York. 


The | 


LIFE CHIEF 


B. N. Mills, secretary of the 
Bankers Life Co. of Iowa, Des 
Moines, new president of the 
Insurance Advertising Con- 
ference. 


Israel wns WCAO 


After four years as radio director 
of the Joseph Katz Co., Baltimore, 
Roland Israel has joined the execu- 
tive staff of Station WCAO. 


How to Photograph 
Window Displays 
The Eastman Kodak Co., Roches- 
ter, N. Y., has issued a leaflet telling 
“How to Photograph Your Window 
Displays.” 
Copies may be obtained from the 
company. 


Congratulates I. C. S. 


The Scranton (Pa.) Advertising 
Club adopted a resolution congratu- 
lating the International Correspond- 
ence Schools, of Scranton, on the 
40th anniversary of the I. C. S. this 
week, 


Hernandez with Millsco 


The Millsco Agency, Inc., New 
York, announces that Paul Hernan- 
dez has joined its merchandising de- 
partment. He was formerly with 
Johnson & Johnson, the Bay Co. and 
the Dry Milk Co. as export adver- 
tising manager. 


“Beautician” Adds Two 


W. J. Dilberger, formerly with the 
Brooklyn Times, and Frank E. Dud- 
ley, prominent radio entertainer 
known to the youngsters as “Uncle 
Dudley,” have joined The Beautician, 
New York. 


A. L. Singer Elected 


A. L. Singer, of the advertising 
department of the Haire Publica- 
tions, New York, has been elected 
commander of the Rosedale-Laurel- 
ton Post 483 of the American 
Legion. 


“Mirror” to Issue 


Sunday Edition 


The New York Daily Mirror will 
start publication of a Sunday edi- 
tion on Jan. 10, 1932, Albert J. Kob- 
ler, publisher, announced. 

The new edition will include a 
news, a magazine and rotogravure 
section and colored comics. 


Verree & Conklin 
Appointed for Coast 


Verree & Conklin, who were ap- 
pointed representatives of the Vic- 
toria (B. C.) Daily Colonist, effec- 
tive Oct. 1, will on Dec. 1 extend 
their representation to the entire 
United States. 

ADVERTISING AGE reported the ap- 
pointment did not cover the Coast. 
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W HICH 


is America’s Best Read Weekly? 


Announcing An Entirely New Kind of Reader Interest Survey... 


No Reader Votes... No Expressions of Opinion... 
Merely A Tabulation of Exactly WHAT HAD BEEN READ... 


In The 3,789 Copies of 6 Consecutive Issues of the 4 Mass Weeklies 
Found Among 15,000 Persons in 6 Cities In 6 States... 


Conducted by Dr. George Gallup, Poulos of Journalism and 


Advertising, Northwestern University... 


Under the Observation of the Association of National Advertisers. 


Y OU can prove the difference in circulation of the 4 mass 
weeklies, through their latest A. B. C. reports. 


But no report on circulation—or circulation methods—can 
prove the difference in reader interest, in advertisement cir- 
culation. 


This announces an entirely different kind of report—going 
beyond even such worthy experiments as solicitations of public 
opinion. Now available for the first time is an actual census of 
every editorial and advertising item that 3,789 readers saw or 
read in 6 consecutive issues of the 4 mass weeklies. 


Dr. George Gallup, Professor of Journalism and Advertising 
at Northwestern University and his staff of trained interviewers 
made 15,000 calls at random in the cities of Springfield, Mass.; 
Philadelphia, Pa.; Greensboro, N. C.; Columbus, O.; Topeka, 
Kans.; and Sioux Falls, S. D.; during July and the first two 
weeks of August, 1931. 


Persons found to possess a current issue of one or more of the 
4 mass weeklies were conducted through their copy, page by page 
and asked to check every item that had been (1) seen or (2) read. 


A representative of the Association of National Advertisers 
was present in the field during the studies in Philadelphia, Pa.; 


Greensboro, N. C.; and Columbus, O. House-to-house calls were 
made in company with investigators and the manner of inter- 
rogation was observed. Processes of collation and computation 
were noted. 


Here are answers to such questions as: “Which magazine 
is read most intensely?” “In which magazine will my advertise- 
ment be seen and read by the greatest number of Men? Women?” 
“What is the relative value of Double Spreads? Pages? Half 
Pages? Double Columns? Single Columns?” 


Because of the specialized nature of this report only a limited 
edition has been prepared. If your advertising plans contemplate 
the use of one of the 4 mass week- 
lies, we shall be pleased to have a 
representative personally deliver a 
copy of the report to you. Kindly 
address a letter—or the memo tab 
below—to Liberty, 420 Lexington 
Avenue, New York City, N. Y. 


NAME 


ADDRESS_ 


CITY. 


STATE = 
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TENTH DISTRICT 


SELECTS RACEY 
FOR GOVERNOR 


San Antonio, Tex., Oct. 15—‘*How 
Advertising More than Pays Its | 


on “The Responsibility of Advertis- 


Federation of America, who spoke 


ing in Business Recovery”; Leslie 
M. Barton, Chicago, secretary-man- 
ager of Major Market Newspapers, 
Inc., whose subject was “Today’s 
Challenge in Advertising”; Mrs. 
Mary Hefner Clark, stylist and ad- 
vertising manager, the Dallas de- 
partment store of Titche-Goeetinger 
Co., “Putting the News in Fashion | 
Advertising,” and Wylie C. Johnson, | 
manager of the San Antonio store | 
of the J. C. Penny Co., who dis- | 


Own Way” was the theme of the | cussed “Advertising Applied to Re- 
convention of the Tenth District, | tail Selling.” 
Advertising Federation of America 


this week. Distinguished Speakers 


This theme was developed by 
speakers of both national and re- 
gional reputation and graphically 
portrayed by 23 complete exhibits, 
covering all mediums, on display in 
the Plaza Hotel, convention head- 


Other addresses were made by H. 
C. Mitchell, general manager of the | 
Better Business Bureau of Oklaho- | 
ma City; E. H. McReynolds, director | 
of advertising of the Missouri Pacific | 


quarters. lines; James D. Sims, manager of 
Among speakers who developed | the Houston office of Outdoor Ad- | 
the general theme were Hector | vertising, Inc.; Geo. B. Latham, ad- | 


vertising manager, Texas Co-opera- 
tive News, Dallas; Lowrey D. Mar- 
tin, former president of the Tenth 
District, publisher of the Corsicana 
(Texas) Daily Sun; Joe Bucking- 
ham, publisher of Southwestern Ad- 
vertising; P. L. Michael of Houston, 
former president of the Tenth Dis- 
‘trict and president of the Houston 
| Poster Advertising Association; Mrs. 
| Thelma Gaines, of the Gaines-John- 
/son agency, “San Antonio, and Erle 
M. Racey of Tracey, Locke, Dawson 
Co., Dallas. 

Mr. Racey was elected governor 
for the ensuing year. A. M. Cohen, 
advertising director of the Houston 
| Post-Dispatch, was elected first vice- 
S - governor, succeeding Mr. Racey, and 
dustries. And it would take, ‘Mary Hefner Clark, of the Titche- 
among other things, fifty | Goettinger Company, secretary-treas- 
years of ceaseless work and | urer, succeeding Charles W. Ogden, 


unstinted outlay to invent | of the Texas Outdoor Advertising 
them. 


Fuller, publicity counsel and special 
representative of the Advertising 


If the Fairchild Publications 
didn’t exist, they would have 
to be invented for the good 
and welfare of the textile, 
apparel and related in- 


| Co., San Antonio. 

Mr. Racey succeeds J. B. Higdon, 
|advertising manager of the San 
| Antonio Express and Evening News, 
| Fa was made a director. W. W. 
4 1 j | Watson, advertising manager, Beau- 
Fairchild Publications | mont Enterprise-Journal, was elected 

8 East 13th Street, New York, N. Y.| second vice-governor. 
418 S. Market Street, Chicago, Ill.! New directors chosen are: Ken- 
|neth Sutton, advertising director of 
‘the Gulf States Utility Co., Beau- 


1932 
Refrigeration 
Directory 


The 1932 REFRIGERATION Directory will list all 
manufacturers of refrigeration equipment, parts, sup- 
plies and materials, as well as manufacturers of 
production and service tools, related and companion 
merchandise, delivery equipment, office devices, ad- 
vertising service — everything sold or used by the 
industry. 


In addition, an index of refrigeration trade names, 
statistical data and other important information will 
make the 1932 REFRIGERATION DiRECTORY a valu- 
able, permanent handbook on the desks of buyers 
throughout the industry. 


Here, then, is an ideal advertising me- 
dium for manufacturers who have some- 
thing to sell to the refrigeration industry. 


Your message will be seen not only once, but many 
times during the year by active buyers. Distribution 
will be complete. Advertising rates are exceptionally 
low. Size of book: 6x9 inches. 


Write today for rates and other details. 


BUSINESS NEWS PUBLISHING CO. 
Publishers of 


Electric Refrigeration News 


Refrigerated Food News 
550 Maccabees Bldg. Detroit, Mich. 


MILLION DOLLAR HOSTESS 


y 


Grace Ellis, hostess for the million dollar General Electric 
program which started over 54 N. B. C. stations Oct. 12. This is 
said to be the largest commercial hook-up attained thus far. 

Each daily broadcast of 15 minutes will feature a different G-E 


product. 
singers in American folk tunes. 


The Sunday program of 30 minutes will present famous 


mont; John A. Ferris, é6f the Austin 
clothing firm of Ferris Sons; W. S. 
Abbott, City National Bank, Wichita 
Falls; Fred Bessler, Southwest Out- 
door Advertising Co., Houston; 
George Bennett, publicity director of 
the Northern Texas Traction Co., 
Fort Worth; Alf A. Edwards, of the 
Waco Advertising Co. and Dallas 
Poster Advertising Co.; George For- 
restall, Houston Gargoyle; Bess 
Munger, Munger Multigraphing Co. 
and the Woman’s Advertising Club 
of Houston; William Brockhausen, 
Sunset (outdoor advertising) Sys- 
tem, San Antonio; Robt. G. Coulter, 
Coulter & Payne, Inc., San Antonio, 
and Mr. Higdon. 

The scene of the 1932 convention 
was left to the directors. 


Agency Wins Prize 


First prize, $50, among the adver- 
tising exhibits, was won by Coulter 
& Payne, who were also awarded the 
Tenth District trophy, a cup donated 
by the Express Publishing Company 
of San Antonio. 

Second prize ($25) was won by 
the Missouri-Kansas-Texas Railroad 
display. Third prize ($15) went to 
the Texas Outdoor Advertising Com- 
pany. The Missouri Pacific Railroad 
and Sears, Roebuck & Co. tied for 
fourth place, while fifth was won by 
the Southwestern Engraving Co., of 
San Antonio and Houston. Honor- 
able mention was accorded to the 
agency of Beaumont & Holman, 
Lewis Advertising Agency, and A. S. 
Masterson, commercial photographer, 
all of San Antonio. 

Judges were Theodore F. Willrath 
of New York; L. M. Martin of Chi- 
cago, and Victor Fuller of New 
York. 

Characteristic of San Antonio, 
recreational and entertainment fea- 
tures were varied and continuous 
throughout the three-day period, in- 
cluding sight-seeing drives to the 
historic missions, to Randolph Field, 
the Nation’s new “West Point of the 
Air,” luncheons tendered by Central 
Power & Light Company and San 
Antonio Public Service Company, 
banquet and ball sponsored by Frank 
G. Huntress, and a “farewell” din- 
ner-party and dance at Tallmadge 
Inn Tuesday night. 

In its final session the convention 
extends a vote of thanks to J. B. 
Higdon, retiring governor, and to 
William Brockhausen, president of 
the San Antonio Advertising Club, 
for the zeal with which they labored 
to make the convention a success. 


F. H. Revell Dead 


Fleming H. Revell, founder and 
chairman of the book publishing 
company of that name, died in New 
York Oct. 11. He was noted as a 
publisher of religious papers in his 
early life. 


“News” Names McKee 


The Chicago Daily News has ap- 
pointed the Homer McKee Company, 
Chicago, to handle its advertising. 
Full page newspaper and trade pa- 
per copy will be used. 


Throatless Shirts 


Predicted for Men 
Chicago, Oct. 15—Henry C. 
Lytton, founder of the Hub, 
men’s store, Chicago, showed 
his courage this week when he 
predicted open throated shirts, 
even for evening wear, as the 
ultimate dress for men. 

Mr. Lytton’s guess was 
sealed in the corner stone of 
the modernized store for fu- 
ture generations to peruse. 


Five New Accounts 
For Wales Agency 


The Wales Advertising Co., New 
York, has five new accounts, includ- 
ing the Hotel Horizons, Bermuda; 
the Hotel Whitehall, Palm Beach; 
the Park Central, New York, and 
the Towers Hotel, Brooklyn. 

The agency also will handle the 
advertising of the National Title 
Guaranty Co., Brooklyn. 


N. Y. Club Launches 
Its Annual Course 


Charles E. Murphy, president of 
the Advertising Club of New York, 
and Gilbert T. Hodges, president of 
the Advertising Federation of Amer- 
ica, formally opened the 14th annual 
speakers’ course at the New York 
club Thursday. 

There will be 20 sessions during 
the fall and winter. 


Canadian Pacific Has 
New Chicago Agency 


The Chicago office of Ruthrauff 
& Ryan has been appointed to handle 
the Middle West newspaper adver- 
tising of the Canadian Pacific Rail- 
way. 

The company has six agencies, 
each handling a separate part of its 
advertising. 


R-Tex Account to 
Street & Finney 


Thomas Leeming & Co., New 
York, has named Street & Finney 
to handle the advertising of R-Tex, 
a new preparation to stop itching. 

The Leeming company also makes 
Beaume Bengue. Newspapers will 
be used in the R-Tex introductory 
campaign. 


J. P. Neff Joins Wales 


Jerome P. Neff, former vice-presi- 
dent of the Bellamy-Neff Co., has 
joined the Wales Advertising Co., 
New York. He recently resigned as 
manager of the New York office of 
Vanderhoof & Co., Chicago agency. 


Campaign For Nusheen 

General magazines, newspapers, 
radio and trade papers will be used 
by Nusheen, Inc., makers of a hair 
rinsing preparation, New York. The 
J. Dresner Co., New York, is the 
agency. 


Advance Llewellyn 
J. G. Llewellyn, assistant sales 
manager of the Bell & Howell Co., 
Chicago, motion picture equipment, 
has been appointed sales manager. 


PROGRAM, 
RECORDING, 
STATION 
RECOM- 
MENDATION 
AND TIME 
SELECTION 

FOR YOUR 
RADIO 
BROADCASTING — 
ALL 

FROM ONE 
OFFICE 


Centralized Control tends 
to insure perfection in 
broadcasting campaigns 
and economy of operation 
to advertiser and agency. 


SCOTT HOWE BOWEN, INC. 


National Sales Representatives 


1432 Chrysler Building 
NEW YORK 


CHICAGO - OMAHA -_ BOSTON 


KANSAS CITY - DETROIT - SAN FRANCISCO 
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Wo me nin 
Advertising 


Geraldine Swanik 


Omaha, Neb., Oct. 15—Geraldine 
Swanik, assistant district advertis- 
ing manager for Sears, Roebuck & 
Co., planned to be a newspaper 
woman, but decided it is more inter- 
esting to write the great American 
advertisement than the g. a. novel. 

Miss Swanik took the advertising 
course at Missouri State Univer- 
sity at Mexico and a post-graduate 
course at the University of Nebraska 
with the intention of becoming a 
journalist. 

She fell in love with advertising 
before she had a chance to use any 
advertising psychology in editorial 
work, and long since abandoned the 
idea of sitting at an editorial desk. 

Miss Swanik’s first work was as 
copywriter for the Brandeis Stores, 
of Omaha. It was rewarded with 
an appointment as assistant adver- 
tising manager. Shortly thereafter, 
Sears, Roebuck found they could use 
her talents to advantage. 

Miss Swanik finds she does her 
best work after reading a good mur- 
der story. 

“The gorier the crime, the better 
the copy,” she confesses. She ad- 
mits, however, that fashion journals 
are also good fodder. 


July 5-8 Tentative 
Dates for Coast Meet 


July 5-8 were set as the tentative 
dates for the 1932 convention of the 
Pacific Advertising Clubs Associa- 
tion at a meeting in Seattle. 

Vancouver, B. C., the convention 
city, will organize a new club at 
Victoria in the meanwhile. 


Rubber Tacks Make 


Point for Clinton 

The Clinton Carpet Co., Chicago, 
enclosed a rubber tack with a form 
letter this week. 

“Substitutes are as much like 
Ozite carpet lining as these rubber 
tacks are like the real thing,” was 
the explanation. 


“American Builder” 


Loses L. H. Reich 


Louis H. Reich, for 20 years rep- 
resentative of American Builder, 
Chicago, in the North Central States, 
died in Evanston, IIl., after a brief 
illness. 

Mr. Reich, who was 41 years old, 
joined the paper as a clerk in 1907. 


U. S. Chamber on Radio 


The Chamber of Commerce of the 
United States will sponsor a weekly 
series over the Columbia network 
starting Oct. 22. Eminent economists 
will speak on “Satisfying Mrs. Shop- 
per. 


Noted Reporter on Air 

Edwin C. Hill, friend of presi- 
dents, was featured in the new Hart 
Schaffner & Marx program over the 
Columbia chain this week. 

This was the first of a new series. 


Directs Servel Sales 
_F. E. Sellman has been appointed 
vice-president in charge of sales for 
Servel Sales, Inc., Detroit. 


FULL COLOR IS 
AVAILABLE IN 
CHICAGO DAILY 


“Tribune” Announces Remark- 
able Innovation 


Chicago, Oct. 15—Remarkable ad- 
vances in high speed color printing, 
which will make it possible for it to 
achieve effects hitherto possible only 
in magazines, have been announced 
by the Chicago Tribune, which has 
ordered nine new color press units 
from the Goss Press Company. 

Said the newspaper: 

“The new units will make it possi- 
ble for The Tribune to include four 
pages in each issue displaying full 
color combinations. At the same time 
an indefinite number of two color 
pages, which have been available for 
some time, may be included, in addi- 
tion to the regular black and white 
and full color pages. 

“The great obstacle which has 
perplexed the engineers in the pro- 
ducing of color combinations, and in 
printing one color over another, has 
been the speed with which daily 
newspapers must be printed. 

“In the course of a few hours, 
every night, hundreds of thousands 
of Tribunes must issue from the 
presses. To achieve clear color effects 
without smearing has been thought 
a beautiful hope impossible of at- 
tainment. 

Overcome Obstacles 

“But the perseverance of the engi- 
neers has won the task. The job has 
been done successfully on an experi- 
mental press unit tied into The 
Tribune press system. Colors have 
been made to blend artistically. 

“Three primary colors may be 
used on the new type press, and these 
may be impressed one over another 
to achieve any shade or color. 

“Thus the same color schemes pro- 
duced in many magazines and weekly 
publications will be available for edi- 
torial and advertising purposes.” 


TWO MERGERS 
OF AGENCIES 


Chicago, Oct. 16—The trend 
toward agency mergers continued 
this week with the consolidation of 
John F. Price & Co., of this city, 
with the L. W. Ramsey Co., Daven- 
port, la. 

The Price agency gave up its 
quarters in Tribune Tower in favor 
of a home at 230 N. Michigan ave- 
nue, where the Ramsey branch has 
been located. The Mosinee Paper 
Mills is one of the Price accounts. 

Lee Andrus, a member of the 
Price staff, has joined C. Wendel 
Muench & Co., one of the younger 
agencies of the city. It is understood 
the account of the Fuji Trading Co., 
Chicago, Chinese foods, moved with 
Mr. Andrus. 

Merge in New York 

New York, Oct. 16—The Arthur 
Hirshon Company and Garfield Ad- 
vertising Inc. have merged under 
the former’s name. The Hirshon 
offices at 10 East 40th street will be 
occupied by the consolidated organ- 
ization. 


Luden Adds Radio 
to Other Mediums 


Ludens, Inc., Reading, Pa., makers 
of cough drops, will add radio to 
magazines and other mediums with 
a Sunday night series starting Oct. 
18 over 32 stations of the Columbia 
network. 

The R. A. Foley Agency, Philadel- 
phia, handles the account. 


Dane Appoints Towell 

The Dane Mfg. Co., Dane, Wis., 
farm equipment, has placed its ac- 
count with Arthur Towell, Inc., 
Madison, Wis. Farm papers and 
direct mail will be used. 


Relief Posters | 
Will Blanket 
U.S.on Oct. 19 


Chicago, Oct. 19—Posters urging 
donations to local organizations will 
appear in 17,500 cities and towns | 
throughout the United States Oct. | 
19 as the contribution of the outdoor | 
advertising industry to relief of un- | 
employed. 

This tie-up with the President’s 
Organization on Unemployment Re- | 
lief Resources was effected through | 
George W. Kleiser, president of the | 
Outdoor Advertising Association of | 
America. 

Producing the posters in the short | 
time available called for perfect 
teamwork among the ten lithograph- 
ers who donated their services, each | 
producing the advertising for speci- | 
fied areas, working from duplicate | 
sketches. The Postoffice Department 
gave rush service to the posters as 
produced, handling them as franked 
matter. 

The lithographers producing the 
posters included the American Poster 
Corp., Continental Lithograph Corp., 
Donaldson Lithographing Co., Ed- 
wards & Deutsch Lithographing Co., 
Erie Lithographing & Printing Co., 
Forbes Lithograph & Mfg. Co., 


vee 


OUTDOOR INDUSTRY’S CONTRIBUTION 


Of course, 


” 


‘we can do it/ 


THE PRESIDENTS ORGANIZATION 
ON UNEMPLOYMENT AELIEF 
Sy Cowie « 


© DOMATEN 


Latham Litho & Printing Co., Na- | 


tional Printing & Engraving Co., 
Schmidt Lithographing Co., and the 
Strobridge Lithographing Co. 

The West Virginia Pulp & Paper 
Co. donated the paper. 


Grant & Wadsworth 
Add Two to Staff 


Marvin and D. A. Casmir have 
joined Grant & Wadsworth, New 
York agency, which will hereafter 
be known as Grant, Wadsworth & 
Casmir. The agency of Casmir & 
Laird, of which Marvin Casmir was 
president, has been discontinued. 


to your /oca/ welfare seid 
to y' : lief 


OF RELIEF RES 


STROGRAPMY BF 


COMMITTEE ON MOBILIZATION V4 o 
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Luthy to Serve Again 
Martin L. Luthy, assistant vice- 
president of the Lumbermen’s Mu- 
tual Casualty Company, Chicago, 
has been reappointed chairman of 
the committee in charge of the ad- 
vertising exhibit at the annual meet- 
ing of the Federation of Mutual 
Fire Insurance Companies. 


Rankin Gets Vitalex 
The Chicago office of the William 
H. Rankin Company has been ap- 
pointed to direct the advertising of 
Vitalex, a product of Chemicals and 
Drugs, Inc., Chicago. 


Hospital 


Management 


A Practical Journal 
inistration 


*During the same period, 
advertising rates have in- 
creased only 20 per cent. 
No increase in advertising 
soees has been made since 


ei. 


In 1927 the circulation of Hospital Man- 
agement increased 4.6 percent over that of 
1926; in 1928 it increased 21.7 percent over 
1927; in 1929, 12 percent over 1928; in 
1930, 6.6 percent over 1929 — a net gain 
for the period of 52 percent in paid circu- 


lation!* 


No other publication in the field can 
show a comparable record over this period 
—no other publication can show an un- 
broken chain of increased circulation dur- 


ing the past five years. 


Is it any wonder that more and more 
advertisers are finding Hospital Manage- 


ment the one sure way to profits in the 


hospital field? 


inerease in 
net paid 
eireulation during 
the past five years! 


HOSPITAL 


MANAGEMENT 


The Practical Journal of Administration 


537 S. Dearborn St. 
Chicago 


Graybar Building 
New York 
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Remick Turns Agent 


Jerome H. Remick, e 3 cage bd 
Detroit creamery and 

panies and son of the = an od 
publisher, has joined Grace & Holli- 
day, Detroit, as an account execu- 
tive. 


To Teach Women 


The Y. W. C. A. of Grand Rapids, 
Mich., has announced a course in the 
fundamentals of advertising. It is 
sponsored by the Women’s Advertis- 
ing Club, of which Mrs. Eloise Ha- 
ven is president. 


MacQueen Has New Line 


Kenneth H. MacQueen has re- 
signed from Evans-Winter-Hebb, 
Inc., Detroit, where he serviced Gen- 
eral Motors accounts, to form an 
association with Ed Powers, printer. 


New Use for Ice 


Forty thousand pounds of ice were 
used in cementing a deep test oil 
well near Duncan, Okla. 


READER 
INTEREST 


are 
editorial 
watch 
words 


MAGAZINES 


MOTOR — AMERICAN DRUGGIST 
AMERICAN ARCHITECT — AROMATICS 


TELL POLICIES 
THAT CREATED 
AUBURN SALES 


(Continued from Page 1) 


of 1930, and 9,037 more than it sold 
during its peak year, 1929. 

Net profit for nine months of its 
fiscal year amounted to $3,338,000, 
equal to $16.77 a share. No less than 
700 new dealers have been added 
this year. 


Flexible Policy 


The advertising policy which con- 
tributed to this success is unusual 
because the company has no appro- 
priation or set plan. Copy is written 
and placed as circumstances indicate, 
each insertion involving the pro- 
cedure of a separate campaign. 

Gordon Hersh, sales manager of 
Auburn, said this method made it 
possible to capitalize fully on the 
improvements made in the product 
from time to time and constantly 
changing public opinion. 

“We don’t know what our adver- 
tising will say 60 days from now, or 
even that there will be any adver- 
tising,” he said. “It all depends on 
conditions prevailing at that time 
and what the public is thinking 
about. 

“We believe every make of car is 
a compromise designed to please one 
particular section of the market. We 
address our advertising to those who 
are logical prospects and do not try 
to draw business from above or be- 
low our price range. 

“We think the product itself holds 
the greatest interest for those we 
want to reach, hence the copy takes 
its inspiration from the designing 
department.” 


Offer New Models 
“We do not hesitate to introduce 
new models during a period of de- 
pression. We took over the Auburn 


Materials — 


$300.00 
FULL PAGE 


$150.00 
HALF PAGE 


$75.00 
QUARTER PAGE 


... POPULAR 
BUILDING & 
CONTRACTING a magazine of 


Methods— Equipment 
eee 


A PRELIMINARY PRINTING OF THE 
MAGAZINE HAS BEEN MADE AND 
A COPY IS YOURS FOR THE ASKING 


JAMES A. RICE, INC., PUBLISHERS 
203 North Wabash Avenue 
Chicago 


The cost of delivering 
a full page message 
to the 45,000 individ- 
uals controlling the 
medium priced building 
field is approximately 
two-thirds of a cent 
for each 


TELLS LAYMEN 


company and brought out a new car 
in 1924 against the best banking ad- 
vice, and we have kept on introduc- 
ing new models and advertising them 
to our market during good times 
and bad.” 


The major part of the company’s 
advertising appears in newspapers 
in all cities in which there are deal- 
ers. The following general and class 
magazines, together with many trade 
publications, are on the list: 


College Humor, Harper’s Bazaar, 
House Beautiful, House and Garden, 
Screenland, Saturday Evening Post, 
Time, Vanity Fair, Vogue, 

Amateur Golfer and Sportsman, 
Arts and Decorations, Cinelandia, 
Golfers Magazine, Kiwanis Maga- 
zine, Sports Afield and Trails of the 
Northwoods, Spur and Town and 
Country. 


The agency for all subsidiaries of 
the Cord Corporation is the P. P. 
Willis Corporation, Chicago. 

One of the strong men in the Au- 
burn organization is L. B. Manning, 
executive vice-president of the Cord 
Corporation, holding company. 

President E. L. Cord, now in Cali- 
fornia, has turned more and more 
responsibilities over to Mr. Manning. 


Claude Neon Enlarges 
High Intensity Lines 


Claude Neon Lights, Inc., New 
York, has arranged with the Elec- 
trical Products Corp., Los Angeles, 
and Claude Neon Displays, Inc., 
Buffalo, for manufacture and sale 
of the new high intensity low volt- 
age Neon and other rare gas 
products. 

The added facilities will produce 
complete units for luminous and 
illumination purposes, including a 
new tube light of extra brilliance 
for signs and lighting units for 
others. 


Saks Goes “Winchell” 
in Local Advertising 


Saks 34th Street department store, 
New York, started a new series of 
three-column advertisements in the 
Daily Mirror this week with copy 
adapting one of Walter Winchell’s 
weekly departments, “Things I 
Didn’t Know Till Now.” 


The copy appeared opposite the 
columnist’s widely-read gossip, tell- 
ing readers about Saks merchandise 
under the title of “Things You 
Didn’t Know Till Now.” 


Governor’s Son Is 
Officer of Agency 


Elliott Roosevelt, who recently 
joined the Tucker agency, New 
York, has been elected vice-presi- 
dent and James R. P. Nason has be- 
come treasurer. Like Mr. Roosevelt, 
he started his advertising career 
with Albert Frank & Co. 

The name has been changed to 
Kelly, Nason & Roosevelt. The 
agency was founded 20 years ago by 
W. Gaylord Tucker, John G. Kelly 
buying it a year ago. 


Release Medical Copy 


The E. H. Brown Advertising 
Agency, Chicago, has released a 
campaign in mail order papers 
for the Strouse Products Co., 
Fostoria, O. 


PICTURES JOB 
OF AGENCIES 


Chicago, Oct. 15 — “Advertising 
has come to be one of the broadest 
and most vital words in business,” 
said Carroll D. Murphy, of Carroll 
Dean Murphy, Inc., in the leading 
article in the current issue of the 
Illinois Journal of Commerce. 

“As now developed professionally, 
it is really a two-fold subject. Ad- 
vertising, whether space or direct- 
by-mail, stands for education, inspi- 
ration, persuasion, decision, imme- 
diacy—matters of supreme impor- 
tance to all business men in these 
times. 

“But there is a second sense to the 
word ‘advertising’ which is even 
broader and more vital to manage- 
ment in these times. Advertising, 
like law and architecture, has come 
to connote experienced outside 
counsel. 

“Professional advertising counsel 
makes a definite business routine of 
these problems of the manufacturer 
which to him are least tangible. Be- 
fore the force of advertising is ap- 
plied, everything necessary to the 
development of an advertisable prop- 
osition is definitely dealt with. 

“Advertising counsel takes the 
outside viewpoint of increasing sales 
in difficult markets. It queries cost, 
size, appearance, quality, price, dis- 
counts and margins; looks at the 
product from the selfish viewpoint 
of the salesman, the jobber, the 
dealer, the consumer; frequently 
talks with hundreds or thousands of 
people, and thus accomplishes that 
most difficult of all things in busi- 
ness — showing the manufacturer 
what his middlemen, his competitors 
and his public thinks of what he 
makes and how he handles it.” 


All Year Club 
Starts Drive 
for Tourists 


Los Angeles, Oct. 15—Forty-six 
metropolitan newspapers of the 
United States and Canada and 20 
national magazines will carry the 
November and December campaign 
of the All Year Club, Southern Cali- 
fornia’s national tourist advertising 
organization. 

Twenty-eight newspapers will 
carry copy in the news columns; six 
in the rotogravure sections, and 12 
in special winter resort issues. 
Eight magazines will carry four- 
color copy. 

The campaign is designed to at- 
tract winter vacationists to South- 
ern California. The copy invites 
American business men and their 
families to seek rest and change 
after months of business worries. 
The reader is asked, however, to ad- 
vise anyone seeking employment not 
to come. The Los Angeles office of 
Lord & Thomas and Logan is han- 
dling the account. 


Central Purchasing 
Adopted by 38 States 


Maine and North Carolina adopted 
central purchasing this year, bring- 
ing the total to 38 states, Walter 
N. Kirkman, purchasing agent for 
Maryland, and chairman of the com- 
mittee on governmental purchasing 
of the National Association of Pur- 
chasing Agents, reported. 

Many counties and cities have 
done likewise. 


McClure & Wilder Agency 


for McCaskey Register 

McClure & Wilder, Warren, O., 
will handle all of the ’advertising of 
the McCaskey Register Co., Alliance, 
O., Jan. 1, 19382. 

This includes the commercial, pro- 
fessional and _ industrial divisions. 
Magazines, business and trade pa- 
pers and direct mail will be used. 


Represent Peters Papers 

The Peters group of regional con- 
struction papers has appointed Dou- 
gan & Boole, Chicago, as represen- 
tatives. Dixie Contractor, Atlanta, 


has withdrawn from the group. 


Distinguished 
Copy Writers 
Give Services 


New York, Oct. 15—No agency or 
advertiser could afford the services 
of the prominent advertising men 
who wrote the copy for the 15 full- 
page advertisements to be published 
gratis by several magazines and 
newspapers in the local campaign 
for unemployment relief funds. 

Those who took part in preparing 
the copy included Bruce Barton, 
chairman of the board of Batten, 
Barton, Durstine & Osborn, New 
York; F. Robley Feland, of the same 
agency; Frank H. Fayant and J. B. 
Johnstone, of Lord & Thomas and 
Logan; Arthur Kudner, president of 
Erwin, Wasey & Co.; James N. 
Mathes, William B. Oakie and Wil- 
liam A. Anderson, of N. W. Ayer & 
Son. 

Then there were Stanley Resor, 
president of the J. Walter Thompson 
Company, and Lew A. Green, of the 
same agency; Mark Wiseman and 
Alfred Stanford, of the Blackman 
Co.; John O. Young and Charles 
Leroy Whittier, vice-presidents of 
Young & Rubicam, and finally, 
Harry Dwight Smith, vice-president 
of McCann-Erickson, Inc., who acted 
in an advisory capacity. 


Honor Louis Wiley 

Louis Wiley, business manager of 
the New York Times, has been noti- 
fied that the King of Italy has con- 
ferred on him the rank of Com- 
mander of the Crown of Italy, in 
appreciation of his service with the 
Allied Relief Committee during the 
World War. 


LaPlant-Choate Agency 

The La-Plant-Choate Mfg. Co., 
Cedar Rapids, Ia., road layers and 
other industrial equipment, has 
placed its account with the Fred A. 
Hinrichsen Advertising Agency, 
Davenport, Ia., C. B. Smith, director 
of advertising, announced. 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45 45th Street 
ssp tuttanaieaee. , Chicago 
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A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
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October 17, 1931 ADVERTISING AGE 


“As essential to me as my daily 
newspaper, says Lloyd Maxwell 


Lloyd Maxwell, President of Williams 
& Cunnyngham, Chicago Advertising 
Agency, has been an important figure 


in ‘advertising for over a quarter of a 


century. Before becoming president 
of Williams & Cunnyngham in 1925, 
he was vice-president of Erwin, Wasey 
& Company, and before that Western 


manager of Hearst publications. 


Says LLOYD MAXWELL: __. 


“Alert, informative, topical, Advertising Age gives me the 
‘spot news. of my profession. 


“Advertising Age is as essential to me as my daily newspaper. 
Since its early issues | have depended upon it for a concise summary 
. . . = 8 4 

of the news and an intelligent analysis of advertising problems. 
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ADVERTISING AGE 


NEW MANAGER 


Charles S. Roberts has been 
appointed general manager of 
the Chicago office of Albert 
Frank & Co. He was formerly 
president of the Advertisers 
Illustrating Co. 


PLEASED WITH JOB 


‘Thomas E. Basham 

After years of burdensome 
detail as the head of his own 
agency, Col. Basham is happy 
over his new position of execu- 
tive vice-president of the 
Homer McKee Company, In- 
dianapolis, Chicago and New 
York. 


, Latex Rubber Products, Inc., 
SOLVES MOTHERS’ PROBLEM Akron, O., is introducing Hose- RECIPE FILE FOR HOUSEWIVES 
The Embree Mfg. Co., Elizabeth, N. J., found a ready- gards, which are invisible but 


made market for this soap, designed to overcome little Johnny’s 
aversion to washing his countenance occasionally. 


‘ _— BUY BY GRADE! 


October 17, 1931 


ZAPHIC REVIEW OF THE WEEK® 


AERIAL PHOTOGRAPHER 
TAKES UNUSUAL SHOT 
OF ADVERTISING CAPITAL 
This remarkable aerial picture of the New York busi- 


ness district was taken by the McGraw-Hill Publishing 
Co. In the foreground is the new McGraw-Hill build- 
ing, with the nearby homes of many other big advertisers 
and agencies readily identified. 


The Chrysler Building, the Empire State and other 


7 
notable structures can be picked out without difficulty. DON 


Nearly all of McGraw-Hill’s twenty-odd papers will 


have headquarters in the new building, two being moved he . AT J A L ITY on 
from Chicago. 


These Prices Good Friday and Saturday 
EXPLAINING NEW HORMEL PLAN 


meat. (Story on page 1.) 


at ASF 
ee oC} = 
acta sem va. KotahS ¢ 
7 Snes a: 


AID FOR WEAK 


The H. J. Heinz Co. is providing housewives with this 


handy recipe file, holding 200 3x5 cards, 30 of which are fur- 
nished by Heinz. 


protect silk stockings from 
slush. 


Typical copy used by Hormel in Twin Cities for its fresh 


se eA A A 
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